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We wish to extend our best wishes 
for a 
Prosperous and 


Happy New Vear 


We also wish to extend our con- 
gratulations to the Logan-Greqg 
Co. of Pittsburgh, Pa., on their one 
Hundredth Anniversary and wish 
them all the success for the future. 


CLEMSON BROS., Inc., 
MIDDLETOWN, N. Y. 
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TEN leading nationally known magazines 
will soon carry ads to nearly twenty mil- 
lion homes—helping to make the NOVO 
Unbreakable Lawn Mower the biggest 
szlling mower in the world. Saturday 
Evening Post! Collier's! Better Homes 
and Gardens and seven other leading 


magazines. 


NOVO 






Moderately Priced —The NOVO embodies 


truly superfine, precision construction throughout: 
Genuine patented self-adjusting ball bearings. 





the unbreakable 


Five special alloy steel blades, self-sharpening. Extra 





LAW PR a 


Here's the world’s greatest 
selling mower—proved by new 
profit records made by thou- 
sands of dealers last year with- 
out advertising help. This year 
our big nationwide advertising 
campaign will make sales and 
profit records even bigger. 
NOV0O's exclusive features 


and superior construction also 


You will never have to replace 
a broken part for the NOVO. 
It is positively unbreakable 
even when struck with a sledge hammer! It is 
steel throughout, cast solid—not brittle cast 
iron, and not pressed or stamped from thin 
sheet metal. 















A regular stock NOVO Lawn 
Mower actually being thrown 
‘ from a speeding plane. After 
make your profits permanent! falling 1072 feet—tfrom a height 
greater than the Washington 
Monument—it buried itself in the 
earth—yet not a part was broken! 














THE F. & N. LAWN MOWER CO. 
RICHMOND, INDIANA 
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large drive wheels—plus all the best features of the 
highest priced mowers. Yet 
| the NOVO is no higher than 
_ most ordinary good mowers! 
In addition, the NOVO 
is guaranteed for a lifetime! 
Only in the world’s largest 
and finest equipped lawn 
mower factory—the F. & 
N.—can such a rugged 
mower be built at the price. 
Get the NOVO Franchise 
and special offer now! 
Ask your jobber or write 
direct today. 








SPECIAL OFFER 


Rush details about the NOVO Unbreakable Lawn Mower, 
your Special Offer and big 1931 Advertising Campaign to— 





Name. 
Street (or P.O. box) 
City, State 
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QUALITY CHISELS 
A SIZE AND STYLE 


FOR EVERY PURPOSE 
































cabinet makers! These and many other jobs tell the story of how 

Greenlee Chisels serve the particular woodworker. They serve well 
because they are made well, being built from very high grade materials by 
workmen who are specialists in their line. 


(“tines for carpenter work—for pattern making—for pole framers—for 


Greenlee makes a chisel for practically every known use and builds them in 
a gteat variety of sizes from one-eighth to two inches. The line includes the 
most popular types of socket tools as well as a large number of other types 
of tang butt and firmer chisels and socket framing tools. Each is made from 
a crucible steel of special analysis, having in mind toughness, uniformity and 
ability to take a temper for a fine, lasting cutting edge. 


Here is a line with exceptional possibilities for the hardware man. Here you 
have quality, a reputation among the trade, and a line of cutting tools that 
sells at a very fair price—three factors that are very hard to beat. Why make 
it harder than is absolutely necessary? Why not try the Greenlee line—the 
line of least resistance? - Greenlee Chisels will serve both you and your cus- 
tomers well. Write today asking for information and prices, telling us also 
who your favorite jobber is. 


District Sales Offices: 


"Now York: 53 Warren St. 
Boston: 34-38 Binford St. 
Philadelphia: 1209 Olive St. 
Nashville: 606 Cotton States Bldg. 
San Francisco: Sheldon Bldg. 


GREENLEF loo. ——————- 


Seattle: L. C. Smith Bldg. 
Vancouver: 2808 39th Ave. W. 
Montreal: 129 St. Peter St. 


Rockford, Tllinois,U.S.A. 
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SURE 
LOCK 


ForAll Standard Styles of Steel Track 
: Right 


a Angle 
Se # mc Elevation 
7 of Load 






























Hay still remains a major 
crop of the farm world, and 
the farm world still depends 
on Myers Hay Unloading Tools 
to unload it from the rack 
into the mow or onto the 
stack. 

Each year finds an army of 
new users, and whether the 
crop be light or heavy, there 
is always a demand for some 
part of the Myers Line—Un- 
loaders, Forks, Slings, Pulleys 








oy 












, 
DRAFT ROPE 





























sna and Fixtures, in a wide rang> 
AT ANY of styles and sizes for any 
ELEVATION unloading service be it large 


OF LOAD or small. 


With the coming of the 
New Year it is none too soon 
to consider this nationally ad- 
vertised, universally used line, 
from the standpoint of cus- 
tomer preference during the 
Spring and Summer Seasons 
of 1931. 































ForAll Standard Styles of steel Track. 


SLING UNLOADER 
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Product 


Reg. Grade (12x13) Galvanized 


also 14-16-18-20 and per Steel Wire 


24 & 30 Mesh-also Cloth 
14 8 16 Mesh Ex. Hvy 14 Mesh Only We in all grades 14-16 Mesh 


REFERENCE= Continued preference with experienced buyers everywhere, and the increasing number 
— of new customers, testify to the soundness of our adherence to the standards of QUALITY 
and SERVICE which have established the name of “G & B” as a guaranty of dependability — 


The Gilbert & Bennett Mfg. Co. 


Established 1818- America’s Oldest Woven Wire Factory- Manufacturers 


WIRE CLOTH, NETTING and FENCING 


Galvanized Steel Wire Cloth in all Meshes and Gauges 


New York City Georgetown, Conn. Chicago Kansas City, Mo. San Francisco 
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Retreat we have been forced to ‘beat is completed. 
Confidence and Action must take the place of ‘Fear and 
Indecision. FORWARD MARCH! Let the Battlé Cry 
be MORE BUSINESS! 


‘ MERICAN BUSINESS Fall in Line. The Strategic 


Improve business sentiment in your town. Volume sales 
based on buying confidence will deplete stocks. Orders will 
be rushed to manufacturers. Great numbers of employees 


will go back to work. American business will get back to ° 


normal. 


Get in touch at once with the retail division of your local 
chamber of commerce, your service club, or merchants’ asso- 
ciation. Hold a meeting—get in back of the FORWARD 
MARCH movement that is sweeping the country—put bet- 
ter business over with a bang! ‘ 


Write at Once for Full Particulars 
on How to Get Started 

Sales Promotion Plan Envelope Stuffers 

Prepared Speeches 





Package Stuffers 


Newspaper Editorials 
A Special Promotion Page for Pay Envelope Stuffers 
Newspapers RSs RA 


Talks for Local Radio Stations 


Special Window Displays 


_ “Sales of Progress” f 
Special Promotion for Retail 
Stores 


Illustrations and Copy for House Special Slides for Motion Pic- 
Organs ture Theatres 


1931 AMERICA— HARDWARE 


FORWARD MARCH DIVISION OF UNITED 


239 West 39th Street 
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FORWARD MARC 


Start ut in YourJoun/ 


Poster Contests for High School Stickers in Two Colors 
Students —_—_—— 
ae Res eee Window Cards in Two Colors 
mpatial Tete Erection Auto Windshield Emblems in 


Electric Signs Two Colors 
See ue Wi : : 
Mats and Stereotypes for News- ra oe ila 
papers i ei i 
Sea cae Tae Two Sheet Posters in Two 
Buttons in Three Colors Colors 


Read these Endorsements:— 


SECRETARY OF COMMERCE LAMONT: 
“‘We all realize that the present situation is to a considerable extent 
the result of a state of mind. I believe that efforts such as you are 


making will be helpful.” 


Mr. Opvett Hauser, Director of Publicity, Philadelphia Business 
Progress Association: 
“Your circular is a worthy contribution to the movement to forward 
business. Be assured that we are in line to do what we can to help 
make 1931 a truly constructive year.” 


Mr. M. Kammerer, Terre Haute Merchants Association and 
Better Business Bureau, Inc.: 


“Permit me to say I greatly appreciate your article ‘1931 America 
Forward March.’ It is one of the finest pieces of writing it has been 
my good fortune to read.” 


Mr. W. C. Teacte, President, Standard Oil of N. J.: 


“You have my best wishes for the success of the campaign you are 
undertaking to restore optimism in business.” 


Mr. Rocer B. Hutt, Managing Director, The National Association 


of Life Underwriters: 
“You can easily imagine that I have been very much interested in your 
letter of November 22nd enclosing circular as to general business con- 
ditions. We will surely cooperate with you in every possible way.” 


Mr. J. S. Marvin, Assistant General Manager, National Auto- 
mobile Chamber of Commerce: 


“You may be sure we think very highly of the optimistic viewpoint 
and will do all we can to help.” 


AGE 1931 AMERICA— 


BUSINESS PUBLISHERS FORWARD MARCH 
New York, N. Y. 

















Special Material 
for this Event 


To help put over this event 

in a big way we will supply 

the following initial cam- 

paign material for Ten 

Dollars (actual production 
cost ) 


1000 Stickers (1% x 2Y4) 
in two colors 
500 Paper Window Stick- 
ers (9 x 12) 
in two colors 
50 Window Cards (7 x 11) 
in two colors ~ 
175 Campaign Buttons 


celluloid faced in three colors 


GRD 
Mail Orders with Remittance 


to 


ADVERTISERS SERVICE DEPARTMENT 
UNITED BUSINESS 
PUBLISHERS 
239 West 39TH STREET 
NEW YORK CITY 
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Known | Phe Veatont Fastest 
For Over Selling 
30 Years Hose Clamps | 


Sherman Wrought Brass 
Hose Clamp (Patented) 


SHERMAN 


Wrought Brass Hose Clamps are 


Rust-Proof Clear Through 


The past season was.a dry one in most 
parts of the country. Garden hose was 
in constant use and demand. 





Sherman Wrought Brass Hose Clamps 
again proved their superiority over 
steel clamps which usually rust as soon 
as the thin film of zinc rubs off when 
friction is applied. But not a single 
Sherman Hose Clamp has ever rusted, 
because their solid Wrought Brass 


Construction makes them permanently 
rust-proof clear through. 


Another feature — steel hose clamps 
don’t grip and hold like SHERMAN 


BRASS because steel is not pliable. 
Remember also thatS HERMAN 


Wrought Brass Hose Clamps are the | 
ONLY clamps which can be opened | 
up, removed and used over and over | 


again. A screw driver is the only tool 
needed to apply or remove the SHER- 
MAN. They will outlast any hose. 


Now is the time to order —S H ER - 
M AN is the clamp to specify. 
Sold Through Jobbers 


H. B. SHERMAN MFG. CO. 


Battle Creek, Mich. 
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L200TY 


This Year 


1931 


let the big Allith 
Garage Door 


Hardware line roll 
you along to bigger 
and better profits 



















For years Allith has gone for- 


watd on its own originality, 






careful study, better materi- 






als, and fine workmanship to 






make dealer profits easier and 






surfer. 






DROP US A 
LINE TODAY! 






Allith-Prouty Company 
DANVILLE ILLINOIS 


Manufacturers of 
Fire Door Hardware 









ardware 






Rolling teasers Overhead Carriers 
Spring Hinges Door Hangers 

irpert Door Herduare Maileable Iron Washer: 
Industrial Door Har ium Seat Brac! 









Stadium 
Certified “Malleable Iron Castings 
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No Joint-Splices Needed 


er splices is entirely eliminated. 








© The above inside view shows how the 

X, Ta Kr L patented telescoping joint makes two or 
more lengths of “Glide” Track fit to- 

gether snugly to form one continuous 

piece. Thus the need for joint brackets 


Frantz Dealers enthusiastically testify to the generous profits gained from 
a stock of “Glide”? Hangers and Track. Here are the reasons: 


First, “Glide” is easy to sell, Customers appreciate the ease of installation 
(the one piece construction that eliminates any need for brackets or 
braces )—the sturdiness of both Hanger and Track that assures long de- 
pendable service—the smooth operation, regardless of weight of door— 
the inside dropstrap of the hanger that permits hanging any thickness 
door—and other distinctive features. 


Second, “‘Glide”’ is priced right. In spite of the many superior qualities 
in design and construction, “Glide” Hangers and Track sell for no more 
than ordinary types. 


Third, “Glide” is no problem to “stock”. The one-piece construction and 
a of joint-brackets is a distinct advantage in simplifying your 
stock. 


Begin preparation for the rush of building this spring. Investigate 
“Glide” now—see for yourself what makes it the most popular and profit- 
able watershed track and hanger. Use the coupon. Frantz Mfg. Co., 
Dept. H-1, Sterling, Hlinois. 












“Glide” Hanger 
No. 1 


Steel roller bearings and 
axles assure smooth, 
easy operation. Hing 

drop strap permits door 
to swing out at the bot- 
tom when bumped into. 


“Glide” Hanger No. 2 Firm Name 
has adjustment feature 

for raising door when 

building sags or floors Address 


raise from frost. 








Carries ANY 
Thickness 
Door 


The drop-straps of 
“Glide” Hangers 
fasten on the in- 
side of the door. 
There is no re- 
striction on _ the 
thickness of door 
that can be car- 
ried. Note how 
top of door is 
protected from 
weather and how 
weight of door is 
directly below 
point where track 
fastens to build- 
ing, for greater 
strength. 


’ 

















FRANTZ MFG. CO., Dept. H-1, 
Sterling, Illinois. 


Kindly send me complete information and prices on “Glide” 
Hangers and Track. 
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Two Kinds of Editors— 


bring you the news you read 
in your Business Paper . . . 


TWO KINDS of news go into a business paper. One 
kind is the news that you read in the editorial pages 
—news of new ideas, new practices and plans. 

The other is the news you need in the advertising 
pages—news that tells you what to buy to put those 
plans into effect, news that tells you where to buy it 


and whom to buy it from. 
a * * 


TWO KINDS of men make your business paper. One 
is the editor, interpreting to you the news of your 
business or industry. 

The other is the advertising representative, inter- 
preting you and your needs to those in position to 
serve you. He studies as a group, readers of the paper 
he represents. Then he goes to the makers of merchan- 
dise and machinery, of supplies and equipment. He 
tells them what you want to know about the things 
they have to sell. He guides them in presenting the 

i ) ) news of their products or their services. He helps them 
se,4|() 4 for to sell efficiently. He helps you to buy intelligently. 
He renders an important service to them and to you. 
THIs SYMBOL identifies an If you are a reader and a buyer, profit by the news 
ABP paper...It stands for z _. a 2 
eebiints Reitete: wall elves in the advertising pages of your business paper. 
lation; straightforward If you are a reader with something to sell, profit by 
business methods, and edi- 
the service of the advertising representative. Let him 


torial standards that insure 


reader interest... These are ° ° 
hs; Pabaabt thins alle aed show youhowtoreach a rich, responsive, selected market 
uable advertising medium. for your product through the pagesof the business press. 


HARDWARE AGE IS A MEMBER OF 


THE ASSOCIATED BUSINESS PAPERS, INC. 
TWO-NINETY-FIVE MADISON AVENUE - NEW YORK CITY 
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12 Mesh, No. 33 gauge each way 

14 Mesh, No. 33 gauge each way 

16 Mesh, No. 33 gauge filler 
No. 34 gauge warp 

18 Mesh, No. 34 gauge each way 


Our Other Brands of Screen Cloth 


Cortland Black Enameled 
White Metal Finish 
Wickwire Premier 
Wickwire Bronze 
Wickwire Copper 


ts. 


One of our own batteries of 
Wire Drawing Machines 


Rust- Resisting 
GRAY-WICK 


Rust-resisting screen cloth demands rust-resist- 
ing wire. GRAY-WICK is made from FULL 
GAUGE Copper Alloy Open Hearth Steel 
drawn in our own mills—4, gauge OVERSIZE. 


To insure against rust this wire is carefully 
electroplated with an 8 to 10% ZINC Coating— 
then thoroughly enameled with White Trans- 
parent Varnish. This double protection is why 
GRAY-WICK resists rust long after ordinary 
steel wire has deteriorated. 


From raw material to finished product—every 
operation is controlled by us in our own plants. 
Every roll of GRAY-WICK is the result of our 
50 years of experience in the manufacture of 
Wire Products. 


Some screen cloths lose customers—GRAY- 
WIRE holds them. Which kind are you selling? 
Made in all widths in even inches from 18” to 
48” inclusive, double salvage. Extra wide 


widths, 54” and 60”. 


Your Jobber will supply you 
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FOR GREATEST SALES SUCCESS 


USE A CORRECT UP TO THE MINUTE 


—MAILING LIST— 


HARDWARE AGE VERIFIED LIST 
Of Wholesale and Retail Hardware Dealers Is_Such a List 


IT’S VERIFIED 


Costs $20,000.00 Annually to Maintain. The Eleventh Edition Is Now Available. 


at $1522 PER COPY 


Worth More Than $250.00 Per Copy on Basis of Mailing List Houses Prices. 


ORDER NOW 


USE THE COUPON ORDER BLANK 


HARDWARE AGE (Verified List Dept.), 239 W. 39th St., New York 
Please mail —— copies of the Eleventh Edition of Verified List of Wholesalers and Retailers. Price $15.00 each, postpaid. 
OO Ab 5s se sees 008 33 eg eee aad aad ch ap eR tas Wee se ae ssn sacs ab gtohs pee Rea eh OIE DA Dh a'b sig sadew's obs 


A 
ardware erified List Wholesalers and Retailers indispensable in economic direct-by-mail promotion work and also in procurine many new and desirable prospects for 
salesmen’s ca sales manager shou ave one on desk, and every salesman could profitably ¢: a copy in his grip. Size of book 7 x 10% inches. Since the 
previous issue wa wublished er ewe been more than 000 additi corrections, and these all apocer t the Eleventh Edition. NOW 1S THE TIME TO START YOUR 


e was published, th 
DIRECT MAIL CAMPAIGNS! 
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HE calculating business brain of the 

restauranteur reasons differently from 
the discriminating mind of his wife... 
Each of them represents a market for 
products marked “Stainless.” 

In a cafeteria, the man sees that “Stainless 
Equipment” eliminates the cost of polishing 
and replating and also reduces the bills for 
cleansing compounds. The price of the “Stain- 
less” article is small in comparison with the 
continual saving that its use effects. 

At home he admires the Stainless Steel 
Blade that his wife has purchased be- 
cause it has quality and deep, rich 
beauty. Like fine silverware, it stands as 
a life time investment, but unlike silver, 
it needs no polishing and can be made 
bright as new by a few seconds rinsing. 





RESIDENTIAL 
buyer rules the 


RESTAURANT 























These sales reasons are simple 
facts but they are powerful weapons 
behind the counter . . . The market 
for “Stainless” Hardware is large 
and ever-growing. To grow with 
it, you must understand it and be prepared to 
supply it... It embraces Razor Blades, Cut- 
lery (table, kitchen and pocket), Scissors, 
Squares, Rules, Tapes, Hammers, Golf Clubs, 
Building Hardware, Kit Tools, Screws, Skates, 
Nails, Bolts and Nuts... Write for our 
booklet “Stainless in the Home.”’ It illustrates 
many new possibilities for “Stainless 
Hardware.” Genuine Stainless Steel is 
manufactured only under the patents of 
AMERICAN STAINLESS STEEL COM- 
PANY . . . Commonwealth Building, 
Pittsburgh, Pennsylvania. 


STAINLESS STEEL 
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50 years on a DOOR 
good for 50 years more 

















Notabene 
The solid bronze Bommer Spring Hinges swinging the 
big front doors of the old Bank of Manhattan at 40 Wall 
St., New York, since 1880 were still in excellent condi- 
tion when that building was demolished in 1929 to be 
replaced by the new Bank of Manhattan skyscraper of 
73 stories which is also equipped with Bommer Spring 
Hinges—truly an astounding record. 
These Historic Hinges can be seen at our factory 


TRADE {acumen MARK 


Millions and Millions of People 


are Pushing Bommer Spring Hinges 


when opening doors 
Factory at Brooklyn, N. Y. 








in 


“Always Reliable” 


You have a satisfied customer every 
time you sell an “ALWAYS RELI- 
ABLE” torch or furnace, and satis- 
fied customers are the backbone 
of a profitable business. 


Mechanics know that these torches 
and furnaces have a reputation for 
reliability and can be depended 
upon for daily use on the toughest 
jobs. They have all the latest im- 
provements for faster, easier and 
more economical work. 

There are larger profits awaiting 
the hardware dealers handling this 
popular line. 

Order through your jobber or mail 
your order to us with your jobber’s 
name. 


o. 79 1 Quart 
No. 80 1 Pint 
Gasoline-Kerosene 
Covered by Patents 


No. 88 1 Pint 
Gasoline 
Covered by Patents 





Ready Profits This Winter 


Torches and Furnaces 








OTTO BERNZ CO., INC. 


Newark, New Jersey 


STOCKS IN 


San Francisco, Calif. 
41 Spear St. 


New York City 


Sm. 
Chicago. 26 West Broadway 


4139 W. Kinzie St. 


- 








BIT | 
OF LEAST RESISTANCE 
is Sold All Over the World 


ERIT alone is responsible for the fact that the 
“Russell Jennings Auger Bit (“The Bit of Least 
Resistance”) is sold in good hardware stores in this and 


foreign countries. 


The reasons: Feed screws with clean, sharp threads— 
thin-filed extension lips—spurs of compass-like accuracy 
—sharp cutting edges that stand up—throat shaped for 
ample chip clearance. These points, plus micrometric 
sizing and factory tests in hickory, assure uniform 
accuracy and dependable performance. 


Distributed Thru Wholesalers 
The RUSSELL JENNINGS MFG. CO., Chester, Conn. 


“Rooster” 
The brightly col- 


ored rooster 
trade-mark in 
every bale of Su- 
perior Brand 
Hexagonal Net- 
ting has come to 
be recognized as 
the sign of the 
highest quality 
product that costs 
no more. 

At Your Jobber 
G. F. Wright Steel 

& Wire Co. 


Worcester, Mass. 


SUPERIOR 
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ANTIQUE 
CASTERS BELONG 
WITH ANTIQUE 
FURNITURE 








Up-to-date dealers 
sell modern casters 


“Acmes” are in demand everywhere. They roll along 
on ball. bearings easily.and quietly. No damage to rugs, 
floors, or floor covering. .Dealers who seek larger caster 
business, sell “Acmes.” There is greater profit. Quick 
turnover. Pleased customers and repeat sales. You 
have an up to date store. Handle up to date casters. 
Sell “Acmes’’—the modern casters. 


We shall be pleased to forward samples, quota- 
tions and complete information to those interested. 


THE SCHATZ MANUFACTURING CoMPANY 
PouGHKEEPsIE, N. Y. 


AGENTS: J.C. McCarty & Co., 258 Broadway, New York City 





BALL BEARING 


Casters 











No. 220 


the life of any structure 


GRIFFIN HINGES | 


prove worthy of the im- 
portant part they play 


in daily service. 


RIFFIN 


anufacturing Company 


















hroughout | 

















ERIE, PENNSYLVANIA 


NEW YORK: 45 Warren ST. 
CHICAGO: 555 W. RANDOLPH ST. 












Branch Offices:- 
BOSTON: 76 BATTERYMARCH 
SAN FRANCISCO: 703 Marker ST. 
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HAVE YOUR CUSTOMER PUT HIS 
SHOP IN ORDER 


Confusion 


The Standard Metal Drill Holder and Gauge 


Prevents confusion. Saves time. 


THE STANDARD TOOL (0 


NEW YORK CLEVELAND CHICAGO 








STAR with STARS 


<< RA N 
| MD.’ Star Heel 
“STAB 
\ YS Larger Than 
7 _— s — ' Ocher 


Heavier and 
> TA b Brands. 


Stocking QUID: 


Them. Star Heel 


STApr 


MSIL Plates Are 
Star Heel the Pioneer 
Plates Have Brand. 
Increased 
Their Write Today 
Turnover for Samples 
and Profits and Prices. 


STAR HEEL PLATE CO. 


357-391 Wilson Avenue Newark, N. J. 








When There’s a Building 
“Going Up” Near You— 


—put some of these light, all 
steel, NON-LEAKABLE hod 
carriers in your window. Many 
men suffer the discomforts of 
the old style simply because 
they do not know of the new. 
Here’s a good opportunity—the 
investment is small—the profit 
excellent. Write us today for 


prices. 


Never Drip Steel 
Mortar Hods 
These hods are 


made entirely of 
steel with wooden 
shoulder _sadd'e 
and handle. Edges 
are heavily rein- 
forced. The fork 
is pressed from 
heavy-gauge steel. 
Weight only 11 
s. 


THE CLEVELAND WIRE SPRING CO. 
CLEVELAND, OHIO 











FORSTNER 
Labor Saving 


AUGER BIT 


Bores Any Arc 


of a Circle 


and _ feticate patterns, mom, 
scalloping, a, ser me columns, 


Send for Catalogue. 


The PROGRESSIVE MFG. CO. 


TORRINGTON, CONN. 
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For almost a century 
quality has been the 
aim of those respon- 
sible for the fabrica- 
tion of White Tools. 
Today, because of 
invaluable __ technical 
knowledge gained 
throughout those 
many years, and ap- 
plied by SWW in the 
making of White 
Tools, the surpassing 
quality of the product 
remains unquestioned. 


To the craftsman such 
quality means longer 
and better service 
from the tool. To the 
hardware dealer it 
means satisfied cus- 
tomers and consistent 


profit. 
Let SWW’s recognized 


reputation for quality 
aid you in winning the 
full confidence of 
your customers. .. . 
Write today for list 
and discounts. 








reputation 
for 


prompt 
service 


OX of the reasons for the popular- 
ity of the Brown & Sharpe Dealer 
with skilled mechanics is his ability to 


give prompt service. 


There is a satisfaction in knowing that 
you can furnish the tools that mechan- 
ics must have. And this satisfaction is 
strengthened by the fact that the qual- 
ity and feliability of Brown & Sharpe 
Tools help to enhance your reputation 
with all tool users. 


Every mechanic recognizes that when 
he buys a Brown & Sharpe Tool for his 
kit he has bought one which will retain 
its accuracy for years. 


The best way to make your store the 
headquarters for fine precision tools is 
to standardize on Brown & Sharpe 
Tools. Brown & Sharpe Mfg. Co., Provi- 
dence, R. I. 





The L. & I. J. White Co. Division 


KOM) TON marre 


Buyten, Cite “World’s Standard of Accuracy” 


Factories at: Dayton Cleveland Buffalo Beloit 
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We Are Headquarters 
for Washers of Every Type 


Make all kinds and sizes of Pea 
and Steel Plate Washers. 
plate aga, * for the purpose at o 


own works 


work or over 40 years. Also STAMP- 


INGS 


Buy from Headquarters and save 
Send for 45 page Catalog. It 


money. 


contains practical washer i 
that every dealer should know. 


Wrought Washer Mfg. Co. 
46 South Bay St., Milwaukee, Wis. 


The World’s Largest Producer of Washers 


Roll — 
ave specialized in this 


nformation 











MOORE PUSH-PIN CO. 


This popular 

display on your 

counter or side 

table will earn 

good profits for 
you. 


Contains 48 10¢. 
packets Moore 
Push-Pins, 2 sizes. 
Ask your jobber 

for Style “G” 
Display. 


PHILADELPHIA 





See Your Jobber or Write 
Us Direct Civing Your 
Jobber’s Name 








Sioux Rapids 


So — Calf Weaner 


SIMONSEN IRON WORKS 


Positively weans by 
discouraging the cow. 
Calves eat and drink 
freely. No sore nose 
or discomforts. 

WILL NOT 
COME OFF 

Spurs and arch over 
nose are stamped from 
one piece galvanized 
steel. Chain is also 
one piece and the en- 
tire assembly is ad- 
justable. 

ONLY ONE SIZE 
TO STOCK 
Adjusts to any size 
calf, hence only one 
size to carry in- stock. 
Packed six in a car- 
ton weighing 5% Ibs. 
A big seller at 50c. 








Iowa 











Dealers take the 
seven sizes: 6” to 
21” and conquer 
competition. 


Ask Your Jobber. 


BEMIS & CALL COMPANY 


Springfield, Mass. 


COES 


The name COES on a 
Wrench has stood for 
STRENGTH for 
over half a century. 
Mechanics take 
COES Wrench- 

es and con- 








COLUMBIAN 


from 
Saber i 


Ps 


Brenches— New — 


. Durable and 
aranteed 


COLUMBIAN ROPE we Oo NY 


New Orleans Philedetphra 


BIG PROFITS 


Wire 
FENCES 


a reat i 
a i 








IN FENCING 


Hundreds of unfenced 
homes in every city. Hard- 
ware merchant is logical 
man to handle this profit- 
able business. Stewart 
Fences carry a nice margin. 

We show you how to get 
this desirable business 
without any investment in 
stock. Pioneer fence man- 
ufacturer. Write today for 


: complete details. 


THE STEWART 


IRON WORKS CO., Inme., 
737 Stewart Block 





SPRING WING TOGGLES 


are used for attaching any ob- 
4 to a hollow wall or ceil- 


They work instantly in any 
position in any hollow ma- 
terial. 


The SPRING Does lt 
majority "ty ; ae Ay “4 
Electrical and Plumbing Job Job- 
bers of the country 
Samples and prices on re- 
quest. 





The Paine Company 73.%0"s 





COLUMBIAN#i ROPE 
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Again Western Shows the Way 
in Ammunition Development and in 
Profit Opportunities for Dealers! 


Here's an improvement far more impor- 
tant to you and to the shooter than the 
use of non-corrosive priming in .22's, 
important as that is! Western has made 
the little .22 a GIANT in POWER! 
SM-AS-H-I-NG power! Speedier! Far 
more accurate! Much greater range! All 
made possible by Western's latest and 
greatest development — DOUBLE- 
ACTION Powder! 

How can less powerful cartridges sell 
against Super-X .22's?...An average of 
50 per cent more driving power and 
26 per cent greater velocity! The most 
tadical revolution in small-bore shooting 
in years. 

At the crack of the gun you know that 
here is something new and different. 
They sound as if they mean business. 
And they do. Bigger ammunition busi- 
ness for every dealer who stocks them! 
You can FEEL their greater power 
against your shoulder! You can HEAR 
the difference in the louder report! And 
you can SEE the difference, for Super-X 
.22's have a Nickel Plated case, with 





.22 Long Rifle 
22 W. R. F. 
Also available with 
Hollow Point bul- 
Jets in all three sizes. 


Western's famous golden Lubaloy bullet! 
It’s a cartridge shooters will want on 
sight! You can prove its greater accu- 
racy, for 200 yards down the range 
Super-X .22’s shoot fully 30 inches higher! 


All the Famous Features of 
Western .22’s Retained 
Super-X .22's are non-corrosive, of course. 
Keep the rifle bore free from rust. Smoke- 
less. Greaseless, too. They have the exclu- 
sive Lubaloy (lubricating alloy) bullet. 
And with all these advantages there is 
tremendous new power! Why not be the 
first in your locality to introduce them? 
“Try and get them” will be the cry. Be 
sure to place your order immediately 

with the nearest Western jobber! 


WesTERN CARTRIDGE COMPANY 


187 Hunter Ave., East Alton, IIl. 
Branch Offices: Jersey City,N. J.,San Francisco,Cal. 








FLATTER, 


ONGER RaNnGe 





Ltr OS 


er ere ae we | 
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An entirely new principle of 
cartridge manufacture is used 
in Super-X .22's. New Double- 
Action powder is responsible 
for their superiority. The basic 
new principle of powder action 
gives greatly improved per- 
formance without dangerous 
increase in powder pressure. 


STRAIGHTER, BIG 


LEAGUE SHOOTING 

















A 
UPVUG( 





LWAYS leading in ammunition 
development, Western again tri- 
umphs by perfecting Non-Corrosive 
shotgun shells! Super-X, Xpert, Field 
and Record shells now have primers 
which are free from the moisture-attract- 
ing and rust-producing chemical deposits 
sometimes left in the gun by old-style 
primers. This means added protection 
for the gun and assures a clean, glisten- 
ing bore, free from rust or corrosion. 
The millions of shooters who insist upon 
Western shells will be even more eager 
to buy them! 


Since Western perfected’ non-corrosive 
rifle and pistol cartridges 4 years ago, 
Western's experts have been at work 
testing and perfecting a practical non- 
corrosive primer for shotgun shells. It is 
now a reality! If you want a good share 
of the shell business of your locality 
stock and feature Western! Sold by 
leading jobbers everywhere. 


WESTERN CARTRIDGE COMPANY 
187 HUNTER AVE., EAST ALTON, ILL. 
BRANCH OFFICES: 

JERSEY CITY, N. J., SAN FRANCISCO, CAL. 


For years Western's famous Super-X 
shell has been the biggest selling, 
long-range load on the market. 


For field and trapshooting the West- 
ern Field load has been preferred by 
shooters for nearly 30 years. 


The Xpert shell is a real volume- 
seller that never fails to boost profits. 
Top-quality at a popular price. 


Trapshooters want Western Xpert and 
Field Trap Loads because of their close, 
even patterns and absolute dependability. 


PRINTED IN U. S. A. 


FOR EVERY KIND OF SHOTGUN: SHOOTING 





SuperX- Field -Xpert -Minimax- Record 


SHOTGUN SHELLS 
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Copper in the Steel 


(like old time fence) 


SELLS 


RED BRAND 


“Galvannealed” zinc 
copper in the _ steel 


Extra heav 
coating an 
keeps RED BRAND FENCE 
from rusting away fast like 





Above: Ordinary galvanized fence, taken 


Above: RED BRAND ‘“‘Galvannealed’’ 
taken down for shipment after 41/3 
years Weather Test. Entire roll is in 
excellent condition. Sell RED BRAND 


down for shipment after 41/3 
Weather Test. Roll practically ruined. 
Which is the fence for you to sell and 
your trade to buy—‘‘Galvannealed’’ or 
galvanized? 


years 


to last far longer than ordinary galva- 
nized. It will. 


RED BRAND FENCE 


“Galvannealed”—Copper Bearing 


20 to 30 points copper in RED BRAND steel (like fence 
made from ore that contained natural copper) helps 
resist rust clear to the core, adding years of extra life. 


Extra heavy rust-resisting zinc coating (‘‘Galvannealed” 
not galvanized) down into the body of the wire keeps 
rust out—and long life in—many years longer. 


These two rolls were Weather Tested on the Gulf of 
Mexico, near Galveston, Texas, by the Burgess Labora- 
tories, Inc., Madison, Wisconsin. Salt sea air from the 
Gulf—sulphur fumes from a neighboring railroad yard 
—(fence wire’s worst enemies) made possible this life- 
time test in only 4-1/3 years. 





The length of time a fence lasts determines whether it 
costs your customers much or little. Sell RED BRAND 
to last twice as long and it costs your trade half as much 
—an undefeatable sales appeal for RED BRAND 
FENCE. 


If there is not an active RED BRAND FENCE dealer 
in your locality there is a fence selling, profit making 
opportunity here for you. Send for dealer facts today. 


KEYSTONE STEEL & WIRE CO. 
Peoria Illinois 
“Galvannealed”’ process patented and controlled by Keystone 
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No. 53 “Lifetime” Saw 
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No. 2 Back Saw 
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Junior Mechanic Saw 


THE FINEST ON EARTH 


WISE DEALERS 
IN 1931— 


Now that business is on the upgrade, wise dealers are replenishing their 
stocks for 1931, especially of Atkins SILVER STEEL Saws, Saw Tools and 
Saw Specialties for the renewed demand. Be prepared to take care of your 
trade in a prompt and efficient manner by having ready the Saws and Tools 
they will ask for—ATKINS. It means greater good will, more business and 
increased profits for your store. 


‘Sell Atkins—The Finest on Earth 
E. C. ATKINS AND COMPANY 


402 So. Illinois Street Indianapolis, Indiana 


















Canadian Factory, Hamilton, Ontario 





BRANCHES 
Atlanta New Orleans San Francisco 
Memphis New York City Seattle 
Chicago Portland, Ore. Paris, France 


Vancouver, B. C. 











HARDWARE 


“The Hardware Dealers’ Magazine” 


Published Every Thursday 


CE 








A U.B.P. PUBLICATION 





J. A. WARREN, J. M. WITTEN, 


GEORGE H. GRIFFITHS, 
GENERAL MANAGER 


LLEW 8S. SOULE, EpiTor 


Assoolate Hditors 





CHARLES J. HEALE, Managing Editor 


P. J. CosGRAVE, Advertising Manager 








VOLUME 127 


JANUARY 1, 1931 


NO. 


1 











Let’s Get Busy 


IRCUMSTANCES have always yielded 
to man, when man has had the intelli- 
gence and courage to face them fear- 
lessly. 


The present condition is no exception to this 
rule. America has many thousand times more 
dollars seeking to be put to work than it has 
men looking for jobs. We have an abundance 
of raw materials ready to flow through our 
smooth-running machinery of manufacture 
and merchandising. Obsolesence, wear and 
subnormal consumption have been steadily at 
work for a year building a new high level in 
the reservoir of potential demand. 


The elements of sound and solid prosperity 
are at hand—money in abundance, the skill and 
the will to work and the ceaseless desire to con- 
sume. What then is lacking? It is the will to 
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buy, which has been made inert by the paralyz- 
ing fear of the unknown. 


The responsibility for abolishing this false 
and harmful fear does not rest upon the unor- 
ganized consumer. It lies at our own doorstep 
—a problem for organized American business. 

Recognizing and accepting our own share in 
this responsibility, HARDWARE AGE, in conjunc- 
tion with companion publications of the United 
Business Publishers, Inc., is inaugurating an 
editorial program which will provide prac- 
tical aid as well as inspiration to our readers 
in planning the forward march in 1931. 


It is time for all of us to get busy. Passive 
resistance never overcame a depression. But 
no depression can withstand the crashing as- 
sault of American business imbued with the 
will to win. 


Karbbot 
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McKinney Policies 







study a manufacturer's 
policy as well as his 


product. McKinney 
welcomes such in- 









quiries. It is the 
modern way of 







McKinney poli- 






they can be pre- 
sented in black 

and white in this 
small space. First, 
McKinney _ products 
are not sold to chain- 
































Buy 
from your 


Jobber 




















There is a decided trend 
among progressive whole- 
salers and retailers to 


stores or mail-order 

houses. Second, develop- 
ment work is concentrated 
on the perfection of spe- 
cialties that will remove the 
legitimate hardware trade 
from profitless competition. 


A phoning f 


President 





Once ina 
Lifetime 






There is good reason for Builders’ Hardware Depart- 
ments to ring bells and honk horns on this New 
Year’s Day. The stumbling block to adequate profit 
on Builders’ Locks and Trim has been removed. 
Once in a lifetime a product and a plan step into 

an industry and change the complexion of a mar- 
keting problem so old that hope of its correc- 

tion had been givenup. Every Builders’ Hard- 

ware man is vitally interested in the flexi- 


doing business Mc KINNEY bility of McKinney locks. He breathes a 


sigh of relief when he sees the fool-proof 


ened HARDWARE and speedy application; the adjustable 


back-set and the simplification of templets. 


for Builders His trained eye recognizes immediately the 


wonderful possibilities of new and unusual 

trim which have been blocked out heretofore 

because of old-fashioned lock design. But 

above all these mechanical advantages he sees 

the old problem of “lock turnover” sent spinning. 

McKinney Builders’ Locks and Trim make pos- 

sible a saving of thousands of dollars in inventory. 

Here is cause for New Year’s rejoicing. If you have 

not receyved a catalog and full description on this 

lock “built as a unit” let your first 1931 letter be a 

request for it. McKinney Manufacturing Company, 
Pittsburgh, Pennsylvania. 






HINGES 

GARAGE HARDWARE 
FORGED IRON HARDWARE 
BUILDERS’ LOCKS AND TRIM 
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A Start and the Impetus of a New Year 


By LLEW S. SOULE 


HE slogan of today is “1931, America 
Forward March.” It is not a mere jumble 
of words; it is not one of those “hitch 
your wagon to a star” phrases. Instead, 
it is a sensible symbol of a practical forward 
movement to be based on justified confidence. 

By implication it says to the great American 
public “put 1930 definitely behind you. Forget 
the unreasoning fear that has held you back from 
reasonable prosperity. Look facts in the face, and 
with the confidence which facts justify, resume 
once more the normal activities of life and busi- 
ness. Why stand still and worry? It gets you 
nowhere. Start a forward movement that will 
make 1931 a good year.” 

We have experienced the two extremes—over- 
optimism and over-pessimism—and we seem to 
have forgotten that there is a sane middle course. 
For several years we were all over-optimists. Our 
motto was “Go the limit.” Reason did not enter 
into our calculations. We lived the life of Riley 
and blew the bubble to the bursting point. 

Then over night we became pessimists, and as 
deation progressed we became as _ over-pessi- 
mistic as we had been over-optimistic before. We 
listened to the wildest of rumors concerning fail- 
ure, disaster, unemployment and panic. The fact 
that 45 millions of people were gainfully em- 
ployed meant little to us. We were looking only 
for unemployment. 

Gradually we worked ourselves into a state of 
blind, unreasoning fear. We lost faith in our- 
selves, in the government and in each other. We 
finally reached a point where we refused to credit 
anything that was at all reassuring. 

For several months the only thing that has 
stood between us and a return to reasonable pros- 
perity has been a fog of fear. All we have lacked 
has been the confidence to go forward into fair 
weather again. 


There is more actual money in the country to- 
day than in the days of inflation. We still have 
the raw materials, the factories and the labor. 
We have foodstuffs aplenty, as well as building 
materials, and the materials from which clothing 
is made. We have ample means of transportation, 
a good national credit, and a sound financial 
structure. 

Meanwhile we have more people than ever 
before, all with the same needs and desires that 
people had in the boom days. Their loss of buy- 
ing power has been grossly exaggerated. The 
great bulk of them are still able to buy their 
usual quota of necessities, and a fair share of 
luxuries. 

It seems almost incredible that a nation of in- 
telligent people possessing all that goes to make 
prosperity, should so long have tolerated a con- 
dition of needless depression, dominated by fear. 

It will not be tolerated much longer. We are 
not by nature cowards. We are not by nature 
pessimists. As we changed our viewpoint almost. 
over night some 15 months ago so we will change 
it again, and soon.’ Some morning we will wake 
up tired of gloom and depression and wanting to 
know what it is all about. We will look at facts 
and find our fears unjustified. The more courage- 
ous of us will see opportunity and grasp it. The 
rest of us will follow slowly at first, then faster 
as the movement gains momentum. Confidence 
will return and with it buying. 

The thin veneer of merchandise on store shelves 
will go quickly, and then there wil] be the usual 
scramble for goods and the other aftermaths of 
depression. 

All it needs is a start and the impetus of a new 
year. 

America Attention, Shoulder Arms—Forward 
March. 


Elsewhere in this issue we are presenting a supplement to HARDWARE AGE graphi- 
cally portraying the thought covered in the above editorial, which we trust will mate- 
rially assist in the promotion of a “1931 America Forward March” movement. 
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CALLING THE | URN IN 


America has ALWAYS Surged FORWARD 




















afler every period of depression 


°* HEN will business 
in general, and my 
business in par- 
ticular, begin to 
emerge from the doldrums of de- 
pression?” “By what signs will I 
be able to foresee the coming of 
the upturn?” 


These questions, which are be- 
ing asked by thousands of mer- 
chants and manufacturers, have 
kept economic prophets busy. 
There has been no slowing down 
in the business of making predic- 
tions. Charts, trend curves 
and statistics have reached a 
1ecord output, as have the 
conclusions based upon them, 
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Unfortunately for,the individual 
who is seeking light on his own 
business, the predictions have 


been so conflicting that confusion 
rather than clarity of thinking 
They have 


has been the result. 





as 


varied and still vary from the 
extreme of optimistic “pollyanna” 
which foresees record breaking 
prosperity just around the corner, 
to the pessimistic outlook which 
puts resumption so far away as 
to be undiscern- 
ible, even to high 
powered econom- 
ic field glasses. 


Fortunately, American business 
has a habit of discounting predic- 
tions, as it has of surmounting ob- 
stacles. Optimistic generaliza- 
tions cannot stampede it into a 
forward movement until it is 
ready to go. But when American 
business makes up its mind to ad- 
vance, neither unfavorable world 
conditions nor real and imaginary 
ills at home can stay its progress. 
The greater the obstacles con- 
fronting it, the stronger will be its 
forward push. That is its record, 






















indelibly written by past history. 


Depressions Bring a Recurring 
State of Mind 


It is instructive today, to look 
back to the state of mind as ex- 
pressed in the business publica- 
tions and newspapers of 1873, at 
the time of the great depression 
which resulted from greenback 
and railroad inflation. Were it 
not for the old fashioned type and 
format in which the economic 
opinions of that day were set 
forth, one might readily believe 
himself to be reading material 
published in 1930. Permanent 
overproduction due to too much 
machinery in the United States; 
inability of the population in fu- 
ture to keep pace, in consuming 
power with the ability of our fac- 
tories to turn out goods; tech- 














HARDWARE AGE for JANUARY I, 1931 





USINESS 






nological unemployment resulting 
from improved machinery and 
processes—such were the grave 
doubts which found expression 
daily in the discussions of our 
business and industrial grand- 
fathers. This at a time, mind you, 
when our total annual pig iron 
production was somé 2,000,000 
tons, as contrasted with 42,000,000 
tons in 1929. And when the value 
of our entire year’s output of 
manufactured products was less 
than $5,000,000,000, as contrasted 
with last year’s output value of 
close to $70,000,000,000 worth. 


With the coming of every de- 
pression in our history, we find a 
recurrence of the same state of 
mind—a widespread belief that in- 
dustrial and business America had 
reached the economic jumping off 
place. Whereas the facts re- 
corded by the moving finger of 
time, are that every depression 
has been a time to take breath and 
take stock, to consolidate past 
gains and wipe out present ineffi- 
ciencies, and that after every one 
of these unpleasant periods, Amer- 
ican business has surged forward 
to make new records of accom- 
plishment. In proof of which con- 
sider the fact that American bus- 
iness, measured in annual volume, 
has never in its history, retro- 
gressed when considered in five- 
year periods. Even those years 


By John H. Van Deventer 


Industrial Consultant, United Business Publishers Inc. 





which contained the lows of our 
most severe depressions excelled, 
in every case, the annual record 
of five years preceding. 


Wars of any magnitude are not 
won by a constant and unbroken 
succession of victories. Retreats 
sometimes save the day from de- 
feat. 


Business Has Been Beating a 
Strategic Retreat 


For the past year or more 
American business has been exe- 
cuting a strategic retreat. No 
other maneuver was possible in 
the face of an overwhelming 
horde of frozen consumer-pocket- 
books, suddenly congealed by the 
stock market crash. One cannot 
successfully assault such an _ice- 
barrier; it must be given time to 
thaw. 


On the whole, the retreat of 
business and industry has been an 
orderly one. There has been no 
helter-skelter stampede of wage 
and price cutting such as have 
characterized other depressions. 
Prices have come down, it is true, 
as part of the process of thawing 
out the frozen pocket books, but in 
many cases this has been compen- 
sated for by the efficiency gains in 
production which have followed 
the most rigorous self-examina- 
tion that industry has experienced 
in many years. The executive 
question mark has been put inten- 
sively to work in our industrial 
plants and factories, with the re- 
sult that hitherto unseen wastes 
have been eliminated and over- 
head costs materially reduced. In- 
dustry as a whole, in spite of its 


reduced volumes, is on a higher 
efficiency plane than it has ever 
been before. 

The strategic retreat was inevit- 
able, under the existing circum- 
stances, but it has continued long 
enough. Our normal measure of 
prosperity cannot be won back un- 
til the about face is executed and 
the forward march begins. 


How Much Buying Power Have 
We Lost? 


When business and industry are 
forced to retreat, the casualty 
lists of unemployment lengthen. 
Men out of work have a minimum 
of consuming power, and those 
still employed, whose hours have 
been shortened suffer a decrease 
in total earnings though their 
wage rates may remain undimin- 
ished. How much have unem- 
ployment and curtailed operations 
cost us in buying power? 


We have no means of know- 
ing exactly how many men and 
women are out of work, but 
government estimates put the 
total at 3,500,000. During nor- 
mal “good times” we have an 
average of approximately 1,000,- 
000. We can estimate that 2,500,- 
000 represents the increase in 
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unemployed due to this depres- 
sion. With due respect to the un- 
fortunate exceptions, one may say 
with truth that the bulk of this in- 
crease in the ranks of the idle 
comes from the lower stratas of 
capability and skill. The more de- 
sirable are retained because they 
are harder to replace. 


The average normal earning 
power of those totally out of work 
probably did not exceed $25 per 
week, many of them being casual 
and seasonal workers. Civic and 
private philanthropic movements 
are well under way which will 
provide a larger number of these 
unemployed with at least a nom- 
inal earning power. But assum- 
ing that their state of unemploy- 
ment has extended a full ten 
months, the loss in wages of the 
2,500,000 amounts to $2,800,000,000 
in round numbers. A big figure, 
but not in comparison with the 
$90,000,000,000 which represent 
our normal annual total of 1929 
buying and selling. 


It is more difficult to approxi- 
mate the loss of buying power 
which has been due to curtailed 
industrial operations. The panic 
of 1920 was followed by severe 
unemployment, extending over a 
period of more than sixteen 
months of curtailed productivity. 
Yet the average shrinkage in vol- 
ume of productivity for the six- 


teen months following the break in 
September, 1920, as recorded for 
sixty-four various manufactured 
products, was but 23 per cent un- 
der the record of the eight boom- 
ing months of activity which pre- 
ceded the break. When the rec- 
ords are available, in the case of 
our present depression, we shall 
probably find that manufacturing 
volumes, over the depression pe- 
riod, have not averaged more than 
25 per cent below the average*for 
1929. On this basis, assuming the 
total wages paid, to have shrunk 
in like proportion, industry’s short 
time operations, during the past 
year will have cost us an addi- 
tional two and six tenths billion. 
Some of this has already been ac- 
counted for under the loss of 
wages of the totally unemployed, 
but we will let it stand for good 
measure. 


Assuming that the misfortunes 
of the American farmer have cost 
him from a quarter to a third of 
his total crop values, we find an 
additional shrinkage of $3,000,- 
000,000. Thus far our total of di- 
minished buying power amounts to 
$8,400,000,000. We cannot in- 
crease this on the account of di- 
minished dividends, since the total 
dividends paid by American cor- 
porations during the first eleven 
months of 1930, exceeded those 
paid in 1929 by a quarter of a bil- 
lion dollars. We must, however, 


take account of the decreased in- 
come and profits of industry, the 
professions and of retail business. 
Three billion dollars is an outside 
figure for this loss, and our final 
total becomes $11,400,000,000. 


So our normal purchasing power 
of $90,000,000,000 has _ shrunk, 
during the depression, to approxi- 
mately $78,000,000,000; a 15 per 
cent decrease. But while our total 
dollars have been shrinking, the 
individual dollar has been getting 
bigger. The dollar of today, due 
to price declines, will do 15 cents 
more business than the dollar of a 
year ago. In other words, our de- 
pleted stake is capable of main- 
taining as large a volume of busi- 
ness now as our 90,000,000,000 
did a year ago. Actually, despite 
our setbacks, we have more buying 
power than we have ever had. 
America has the wherewithal at 
this very moment, to maintain a 
volume of business and a rate of 
employment equal to 1929, at the 
present price levels. 


What, Then, Are We Waiting 
For? 


If America has the buying pow- 
er necessary to put us back on a 
level of normal operations, what 
then, are we waiting for? In 
answering this question, we must 
distinguish between power to buy 
and will to buy. It is the frozen 


(Continued on page 60) 





We cannot win pros- 
perity back by passing 
the hat to the public 
with an appeal to 
“buy more” 
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Here Is What They Say: 


NASHVILLE, TENN.—Gray and Dud- 
ley is taking advantage of the oppor- 
tunities offered us during this depres- 
sion to strengthen our organization. 

We have, as you know, recently em- 
ployed G. W. Noland as General Sales 
Manager. We are now opening an 
office and sales room in Chicago with 
K. D. Hutchinson in charge. 

Yes, we are all set and ready to 
go for 19381. 

Houston DuDLEY, Pres., 
Gray and Dudley Co. 


yr ww 


Waco, Trxas.—Conditions in our 
territory, of course, are like in other 
places and it has been rather gloomy 
for the last several months and we 
do not expect any quick comeback. 
However, by a concerted effort by all 
concerned, we should show a more 
staple condition before we are very 
far into the year 1931. 

J. W. TABOR, 
McLendon Hardware Co., Inc. 
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ALBANY, N. Y.—We fully approve 
of your “Forward March America 
1931 Campaign,” which no doubt will 
help stimulate dealers to the possi- 
bilities of sales in their local commu- 
nities if they will wake up and stim- 
ulate their own business regardless of 
what conditions have been and will 
be for the coming year 1931. There 
is going to be merchandise sold and 
at a profit. The dealers who go after 
the business are going to get it. 

It is our personal belief that 1931 
will be a fair year. Perhaps the first 
four or five months will not be as 
brisk as they were several years ago, 
but the writer feels that there is a 
great ray of hope for normal business 
in the early summer and the balance 
of the year, and we are making our 
plans accordingly. 


H. J. Funk, 
Albany Hardware & Iron Co. 





ATER °o 
RENTER ICre 






TTRACTIVE PRI ces 


CLEVELAND, OHIO.—This morning’s 
mail brought your leaflet “1931 Amer- 
ica Forward March.” That is a fine 
idea. If the entire press of the coun- 
try would fall in line and join the 
procession instead of yowling so 
much about business depression, I 
believe we would all be off to a good 
start and on our fair way to getting 
to the top of the hill again, notwith- 
standing what some of our statistical 
experts are predicting. 

Roy E. BoFFENMYER, 
The Lamson & Sessions Co. 


ad 


PHILADELPHIA, PAa.—The recession 
in business has given us, like many 
other manufacturers, opportunities to 
inaugurate plans and improvements 
which could not well be undertaken 
during capacity operation. We have, 
for example, installed improved proc- 
esses and new equipment in order to 
make better products in 1931. The 
new equipment, costly at the outset, 
will prove economical in the end, and 
will enable us to do our full part in 
making business march forward. 

S. HoRACE DISSTON, Vice-President, 

Henry Disston & Sons, Inc. 


yr Ve VM 


PHILADELPHIA, Pa.—It is our in- 
tent and purpose to cooperate with 
you in our way in the 1931 Forward 
America March Campaign, a move- 
ment in our opinion that should have 
great possibilities and ~tremendous 
value in influencing the trend onward 
and upward. 

Collectively the American people 
have more money than ever before in 
their lives. It isn’t lack of money 
that is retarding business recovery, 
it’s lack of courage. There is a feel- 
ing of nervous apprehension, anxiety 
and depression and when this present 
era of fear passes, as it will, the feel- 
ing of progressiveness is bound to 
come and a revival in business im- 
provement will then be witnessed. 
Wm. B. MUNROE, President 

Supplee-Biddle Hardware Co. 









PROSPERITY INGREDI- 

ENTS ARE IN THE POT— 

ALL THEY NEED IS THE 

STIRRING OF SALES 
EFFORT 


= DEMAND 
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ACCUMULATING 
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The Pittsburgh Utilities Situation Proves That 


There is No Necessity for Utilities to 


NY comprehensive study of the utilities mer- 
chandising problem must naturally take into 
consideration the three methods in practice 
by utility companies today. 


1. Where the utility company does no direct selling 
of merchandise but confines its promotional efforts to 
increasing appliance sales through established retail 
channels. 


2. Where the utility company pursues a vigorous and 
aggressive merchandising policy, paying little or no 
attention to the established retailers. With power load 
the only consideration, cut prices, trade-ins, premiums 
and ridiculous terms of payment often prevail. 


3. Where the utility company maintains a merchan- 
dise department, but cooperates with established retail- 
ers in some form or other. 











SE 


an Pish~ 
WAFFLES 


ii ctniiiisiipiiemiinese: 
have always been « popular and much desired 
food ... tempting and delicious, especially 
when served with plenty of butter and 2 gen- 
erous spread of maple syrup. 

The idea of making waffles right at the table, 
making them quickly, making them with 
the bother of greasing, making them electric- 
ally with current 20 easy to have by simply 
plugging-in to a nearby electric connection ... 
thie is the modern way, the simple easy 
methed that any family can employ with an 
electric waffle iren. 





play and for sale at your nearest 


Electric waflle irons are on dis- 
Electric or Hardware Dealer. 





en, ee DUQUESNE LIGHT CO. 
a” “‘There’s a Wealth of Health tn Waffles’’ 























in Order to 


In our Dec. 4 issue we told of conditions which pre- 
vail in Warren, Pa., where the utility company mer- 
chandises in a very aggressive manner, and on a 
basis which does not allow the local merchants to com- 
pete at a profit. 


In our issue of Dec. 11 we explained in detail the 
situation which exists in Cleveland, where the electric 
utility company does absolutely no direct selling of ap- 
pliances, but cooperates wholeheartedly with the local 
merchants. Meanwhile the percentage of appliance 
sales in Cleveland is considerably higher than that for 
the United States generally, and the kilowatt-hour 
sales per residence compare favorably with those of 
any other city in this country of equal size or larger. 


This article, the third in the series, deals with the 
present situation in Pittsburgh, where the Duquesne 
Light Company merchandises appliances, but also main- 
tains a policy of active cooperation with local mer- 


/ chants. 


Entirely aside from the basic question of whether or 
not a utility company should be allowed to engage in 
any merchandising activities is the immediate problem 
of unfair, unethical or unbusinésslike methods of e¢om- 
petition which often prevail in cases where such mer- 
chandising activities do exist. We have stated our 
position in regard to the basic question often enough 
and emphatically enough to prevent any misunderstand- 
ing on that score. Therefore, without in any way con- 
ceding the right of utilities companies to merchandise, 
let us consider the Pittsburgh situation with a view to 
establishing the needlessness of unethical merchandis- 
ing practices on the part of any utility company in 
order to build power load. 


The Duquesne Light Company does sell appliances. 
It does about 9% per cent of the electrical appliance 
business of Pittsburgh, including radio. It does not, 
however, resort to cut prices, premiums or ridiculous 
terms of payment. Instead, it cooperates actively with 
the merchants of Pittsburgh. In its advertising it defi- 
nitely refers the consumer to the hardware dealer, elec- 
trical dealer or to his nearest dealer who handles elec- 
trical equipment. 


None of its advertising stresses terms, small down 
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Use Cut-throat Competitive Methods 


Build Power Loads 


payments or price. Rather its advertisements are di- 
rected toward selling the public on the idea of using 
electrical appliances—and its advertising copy is de- 
cidedly well written and effective. 


True its sales campaigns are pushed vigorously, but 
Pittsburgh dealers are invited to participate on the 
same basis as the utility company. 








Meanwhile the kilowatt-hour consumption in Pitts- 
burgh is appreciably above that of the country as a 
whole, or that for other cities of approximately the 
same size or larger. This would indicate comparatively 
heavy sales of electrical appliances in Pittsburgh, and 
since the utility company does 91% per cent of the city’s 
electrical appliance business, including radio, it also 
indicates a high volume of appliance sales through 
electrical dealers, hardware dealers and other merchants 
who sell electrical equipment. 


Frankly, the present condition has not always pre- 
vailed in Pittsburgh. Up to 1925 there was compara- 
tively little cooperation between the utility company 
and the established merchants. Since that time, how- 
(Continued on page 41) 





savertixing my magazines 


evidenced by gvereed i 
and will mae the progr: 


This literature and that on 





“ca: announcement, 
—wers by their association 


es will be in addition eae, those sponsored 
at Electric ‘Light Association, itch for national 


The broad —e and the splendid co-operation secured, is further 
the working committee that has planned 





Waffie Iron Committee 


H. W. Ewald, Chairman. ..Electric League of Pittsburgh 
F. Hegner..... shade ; -Pietsborgh Retail Hardware Association 
W. C. Rebinson,... , ssssseseeeeRelectrical Jobber Representative 
J. W. Edgar. Hardware Jobber Representative 
H. L. Fullerton Electrical Dealer Representative 
S. D. Forward nee .....Publie Utility Representative 
E. W. Stoker... = Butter and Egg Exchanje 
J. V. Loughran.. . sap . . Grocery Association 
Miss K. Fladoes.............. eens ; .Women’s. Activities 
R. Mitchell, W. Brand ; be io “Newspaper Representatives 


movement. Much of Asg ba rt ne peel pe Ae = My ro me 
the pu '” a) '’ general in nature, 
crea! " e waflee~the Tonic Foal i the see 
tion of an electric waffle iron because it is the easiest, most 
modern way to prepare waffles. In prodtinyy: all "et the’ electrical 
industry's advert: roy there appears a slog: “See Your Nearest 
Electrical Dealer.” re the nearest doaior in your particular com 
pee ge let the public “Tnow about it. Here are some things you 


Detioned 


Suggestions for the Dealers 


Be A 
rt ly or ou can! it wi 
pt rons lone A plat of tempt y brown lik oe Mette 
nea: whet ap lar as e. tt! 
breakfast table set for two, linens, flowers, rts 78 1 dishes, coff 
service, the renee of crisp waffies and the electric waffle iron. 197) 
ae stop ‘cm if you had # pretty hostess busi iy mani Ge 


~ 


Get window trim material from spend pn ibutor. Be sure Me 
use the and black window poster h ties in with the 
publicity. posters are being Sietribated by the Electric 


Have a sufficient supply of waffle irons on hand. 

Give your sales employes special inducements for sellin eons 
during February ge ir maximum oan effort go Bega in 

with the splendid premattene! program. 

Use necessary tie in ———: nin opt handbills, wslepiane 
solicitations, etc. Remem! t customers attracted to your store 
during this campaign will y= by poten of rit business 

Consult your jobber salesman concerning the best waffle iron for you 
to feature. 


) 






> 


e 








the opposite page constituted Februsry—National Waffle Month 
an advertising campaign co- 
operated in by the merchants 
and the utilities in Pittsburgh 


February—National Waffle Month 
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FORWARD 
MARCH 





7 


No. 1 


Start now to bring back business! Make this the Key Event 
of the New Year to stimulate sales. Get into the stride and 





put over this business-bringing event with a bang! Offer unusual values in timely 
merchandise. Use this special sales material in your advertising and windows. 
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George 
Washington 


His character was a moun- 
tain of virile strength which, 
backed by invincible deter 
mination, brought us safely 
through the crisis and shaped 
the future of our country. 


Store Name 
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Abraham 


Lincoln 


On this celebration of his 
birthday we are again re- 
minded of his untiring ef- 
forts, both as Man and Pres- 
ident, to weld all peoples 
into loving concord. 


Store Name 


5 a 0.2.8,0,9,8,8,0,0.8.9,.0,9,9.9.8 


SO IO OR Ob bb bb bb bb bb bb bb bb tt 
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How to 


Order 


If you have local stereotyp- 
ing facilities, request the 
complete sets of mats of all 
the advertising illustrations 
of these four pages, inclosing 
your check for $1.25. If you 
need mounted cuts order 
them by number given under 
each cut, listing the numbers 
in a column. Figure the 
charge at 30c. for each cut 
when less than ten cuts are 
ordered; when ordering ten 
cuts or more, figure the 
charge at 25c. for each cut 
ordered. Inclose check with or- 
der, please—this saves book- 
keeping for small amounts. 
Send all orders to 


HARDWARE AGE 


ADVERTISING FEATURE 
239 West 39th St., New York City 








F 


you require a more com- 
plete Advertising and Mer- 
chandising service, we 
would like to explain a 
very complete idea. This 
special promotion will help 
you greatly in putting 
your story into print in a 
big way. A request will 
bring full information. 


HARDWARE AGE 


ADVERTISING FEATURE 
239 West 39th Street, N. Y. 











This Publicity 


Material includes 


Mats and Copy 
Suggestions 


Small Stickers 


for letterheads 
and window cards 


Show Cards 
Slogan Buttons 


For information 
please apply to 


Advertisers Service Department 


United Business Publishers, 
239 West 39th St., New York, N. Y. 









oi Merchandising 


February - 


a Calendar 


Check over these items 
and see that your ad- 
vertising and your 
window, ledge, counter 
and showcase displays 
feature them in ad- 
jition to those pictured 
in the advertisements, 
shown on these four 


pages. 
Poultry Supplies 
Seeds 


Fertilizers 

Garden Implements 
Housewares 

Snow Tools 
Window Shades 
Curtain Rods 
Vacuum Cleaners 
Electric Lamps 
Hampers, Baskets 
Kitehen Furniture 


Lanterns 

Auto Supplies 
Wall Paper 
Whitewash 
Bathroom Fixtures 
Plumbers’ Supplies 
Tinsmiths’ Supplies 
Wheel Toys 

Butter Churns 
Seales 

Locks, Hinges 


Lew en eres sees ens wees sees en ere ceseeseeeeancenceece 
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Tomorrow — Saturday, February 00th 
Your Dollar Will Do Double Duty 


Wise shoppers will not neglect to come here tomorrow for they will find many 
worth while offerings waiting for them. Both men and women shoppers will be 
able to supply hardware and household wants at savings as high as 100 per cent, 
for in some instances $2 articles are priced at $1 for tomorrow’s selling. We men- 
tion below some of the Dollar Day offerings which will be sure to bring out a large 
number of prudent shoppers. The early buyers will, of course, get best choice. 
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STORE NAME 
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Paint-up Time! 
Time to plan for the spring 
painting. It is a lot better 
to come in and go over your 
needs and decide on what 
paints, varnishes, etc. you 
will need and just when will 
be the best time to get the 
work done. 

We have the very best in 
painting needs for any work 
you have in mind and can 
recommend the best painters 
for the particular job you 
want done. 

Store Name 











Basket Ball 


The finest of all indoor or 
outdoor sports for healthful 
team play. We have every- 
thing for basketball in our 
sporting goods department 
where you will also find 
everything for all winter 
sports. 


Store Name 











No. 9 





For the Car 


This is the time of the year 
when your car shows the 
need of many things from a 
tire to a spark plug. Better 
put the car in the best of 
shape and look into the mat- 
ter of new tires, or a pump 
or whatever you require. We 
have a new stock throughout 
to select from. 


Store Name 




















FEBRUARY 


No. 10 





CLEAN-U. 


Items to help you in your housecleaning—all specially 
priced to make this event interesting to all housewives. 


. No. 11 

Handy 
Brushes 

Just the right size 

for sink, or clean- 


ing vegetables. Well 
DD se nekee ose Cc. 





Scrub Brushes 





No. 12 


Whisk 
Brooms 


Of fine straight 
broom straw. With 
plush top. 
MEGEET o052skeee 








wD 


No. 13 


Twistwire 
Brushes 
In many styles. A 
good size for cloth- 


ing with good 
DYMIOR os ccna ce 





Dusting Brush 


An unusually good brush. Well Horsehair bristles. A handy 
made. Handy shape. Strong size and shape. Will last 
WECUROD 6.00.00 0000 05ess obo sene Cc. | MER PT LTE eT eL PEEL tT ; 














Good garden seeds are the secret of any good garden. 
That is why folks who get their seeds from us are always 
congratulated on their fine vegetables and lovely flowers. 
The seeds cost no more for being fresh aiid of better selec- 


tion. 


No. 17 


Garden 
Trowel 00c. 


Made right to give 
long service with 
handle well fixed to 
the blade. 


No. 19 


Garden 
Rakes 00c. 


Of malleable steel 
in different sizes to 
suit your particu- 
lar preference. 


YOUR STORE & COMPANY 





You will also 
want: 
Fertilizers 
Lime 
Fencing 
Hose 
Nozzles 
Sprinklers 
Pots 


and many things 
that we have ready 
for your gardening 
needs. 





Gr, 


, No. 18 
Pruning 


Shears 00c. 


In both the hand 
sizes for hedge or 
fine, and the long 
handled for trees. 


No. 20 


Grass 
Sickles 00c. 


To clear out dead 
brush and keep the 
grass down in odd 
corners. 


4 
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These Layouts are for Regular Government Post Cards 


Just add the additional type matter and hand 
this layout with cuts to your local printer 





DOLLAR DAY 


Don’t let anything keep you away from the store to- 
morrow! The greatest “Dollar Day” we have ever pre- 
sented to the people of this city will present the greatest 
values in many years. Be sure to be here. 


Saturday, February 00th “is Dollar Day” 


(List Dollar (List Dollar 
Day items here) Day items here) 


STORE NAMEPLATE HERE 


















SATURDAYS 
VALUE No. 26 


At (YOUR NAME) 





Be sure to see these three timely values at 
the store Saturday. This is but a small indica- 
tion of the many other fine reductions we have 
made. , 


Electric lrons—$0.00 


Easy handling, perfect 
working electric irons, com- 
plete with attachment cord. 





No. 27 


Hot Plates—$0.00 


Handy and_ economical, 
every housewife can use one 
to decided advantage. 


No. 24 





No. 28 


Clothes Pins—00c. 


Smooth, easy working pins, 
made by (Brand Name), 
known for their wooden- 
ware. 





No. 25 

















No. 30 





No. 31 





No. 32 
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Planning Displays for 1931 


A Display Calendar will help you get the best results 


SuccessFut campaigns are al- 


ways the result of plans carefully \ 


worked out well in advance. This 
applies just as much to window 
displays and advertising as any 
other kind of campaign. No dis- 
play or advertising man can do 
his best on the spur of the moment 
and few good displays or ads are 
the result of instant imagination. 
Every store should work out a ten- 
tative display program for the 
year, listing all the important oc- 
casions and making allowance for 
other events that may be arranged 
in the meantime. For ordinary 
displays a permanent background 
will answer but for special occa- 
sions, a temporary background; a 
centerpiece, painting or decorative 
material will be necessary to tie 
up the display with the event or 
the time of year. 

When making up a calendar of 
this kind, first list the more impor- 
tant days throughout the year and 
then work up another one for each 
month, but in more detail. The 
following events should be con- 
sidered in order to determine 
whether they offer any selling 
suggestions around which to build 
a display: 

Valentine Day 
Washington’s Birthday 
St. Patrick’s Day 
Spring Displays 
Easter 
Summer Sports 
Decoration Day 
Vacation Season 
Tourist Traffic 
Fourth of July 
Conventions 

' Parades 
Fall Displays 
School Begins 
Hunting Season 
Winter Sports 
Halloween 
Thanksgiving 
Christmas 
New Year 


By J. M. WARD YOST 





An interesting display showing the use of circles for mounting various articles. Circles 

cut from Composition board should be reinforced in the back with wood strips and 

provision made for attaching them to some kind of base or support. The advantage 

of display units is that they can be trimmed before the window is changed thereby 
saving time 


This list does not include State Holidays or other events of local in- 
terest, but it will serve as a starter to make one up that will apply to 
your own community. After the more important dates have been 
listed, make up a list of merchandising events to be held during the 
year. Then by combining the two lists you will have a display calen- 
dar for the entire year. 

Commenting briefly on some of the events, Valentine Day suggests 
presents and will be of interest only to stores having merchandise suit- 
able for the purpose as china, glassware, radios, etc. Washington’s 
Birthday suggests a patriotic setting, truthfulness in advertising. If 
there are any local organizations celebrating St. Patrick’s Day, a suit- 
able display or setting will be appreciated by all those taking part in it. 

Department stores usually feature special displays of Spring mer- 
chandise, attracting many customers from out of the city. Hardware 
stores should not overlook the opportunity to place equally attractive 
displays during the Spring and Easter period. After this comes Sum- 
mer sports, tennis, gelf and baseball. Special programs and events are 
usually planned for Decoration Day. A simple display should be -ar- 
ranged for the occasion. 

The vacation season, the tourist traffic and the Fourth of July offer 
selling suggestions for many lines of merchandise. During the Sum- 
mer months nearly every town or city has a number of parades or con- 
ventions that offer additional opportunities for publicity. 

All details for the Fall season should be worked out before or during 
the vacation period as nothing will be gained by waiting until it is over. 
Attractive settings should be arranged in connection with the hunting 
season and Winter sports by tying them up with local events. The 
importance of Thanksgiving and Christmas from a sales point of view 
need not be stressed. 

Many displays will be devoted entirely to merchandise, but when the 
opportunity offers, they should be tied up with local events. Displays 
with human interest not only attract more attention but build prestige 
and create good will for the store. 
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Sale Windows and Reduced Prices 


Should be Confined to Certain Lines of Merchandise 


[) ereartMent stores and Specialty shops are 





confronted every season with the problem of dispos- 
ing of many lines of merchandise at reduced prices 











on account of it probably being out of date and un- 

salable by the time the next season comes around. 4 — 
The hardware dealer’s problem differs somewhat; Ve 

as much of the merchandise is staple it does not 
change from time to time so does not offer any good 








JANUARY SALE 
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reason for a reduced price sale to move it. YWfy 

It is not good policy to sell standard articles at cut | 
prices, but if they are marked at less than the listed | he 
price then it should be fixed and adhered to. Such — 
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articles are bought when they are needed and not on 








account of any special price inducement. However, 
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there are many other items that change or are im- 
proved from year to year that should be closed out 
before the end of the selling season. 


Illustration A 
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Among the many items that may be used as an 
illustration are window ventilators and certain types 
of heaters. Both are subject to improvement during 
the year and may be unsalable next season. Articles 
in January sales should be confined as much as pos- 
sible to those that will not be salable during the Spring 
and Summer months. If such items are not disposed 
of, it will mean a lot of money tied up in stock the 
greater part of the year with the possibility of being 
forced to eventually dispose of it at a loss. 





Illustration B 


The background setting shown in illustration A was arranged with 
the HARDWARE AGE Interchangeable Fixture Units and is suitable for 
a January sale. The floor elevations may be removed if large articles 
are to be shown. The setting shown in illustration B was arranged 
for three unit displays. Each section should be devoted to one or 
more related lines of merchandise. By keeping the different lines to- 
gether it will eliminate the crowded and junky appearance of displays 
that are made up of too many different kinds of goods. 





January Art Panels 


Hardware displays lacking in color can be made more attractive by 
using a suitable panel or painting as part of the background setting. 
The Art Panels shown in illustration C were designed for use during 
the month of January and will be equally effective with regular or sale 
displays. Full information may be had by writing 


THE HARDWARE AGE DISPLAY FEATURE, 
239 West 39th St. New York City 
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Illustration C 
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A Show Card Policy 


Should be adopted by every store ; 


- formulating a show card policy the first thing to be considered is 
the stock to be used and which will depend on the size of cards. For 
ordinary purposes, and cards measuring up to 14 by 22 inches, 8 ply 
white cardboard, double coated on one side will be satisfactory Four 
ply or 6 ply is heavy enough for price tickets while a 10 or 12 ply 
stock should be available for large cards. The board should be heavy 
enough to prevent curling or bending in case a frame is not used. 
White board is best for general use, but neutral colors as light gray, 
buff or tan are effective when a change in color is desired. The same 
color should be used both in the interior and in the window in order 
to effect a harmonious tie-up between the two. Dark or vivid colors 
should not be used unless they fit into the color scheme of the display. 


Window 
VENTILATORS 


. Allow air to circulate, 
Keep out rain &darafis 
To fit any window 














Ordinary cardboard comes in 
sheets measuring 22 by 28 inches. 
Sheets may be cut into half, quar- 
ter or sixteenth sizes and which 
are known as standard sizes. Card- 
holders may be purchased from 
any fixture house to hold either 
size. Too many different size 
cards in a window should be 
avoided. One size for the main 
card, another one for description 
of individual items and one or two 
for price tickets is plenty. The 
best size for each display will de- 
pend on the size of window, the 
articles as well as the number to 
be shown. 

A plain letter easy to read is 
better than an ornamental or com- 
plicated one. Ornamental letters 
may be easy to read, but they re- 
quire considerable time and expe- 
rience to execute and complicated 
ones usually detract from the pur- 
pose of the card. Good ones for 


DOLLAR’ 


DOLLAR| 
~) 
| 


| DAYS 









i | Fey WOOD OR COAL 
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The two cards shown in the 
accompanying illustrations show 
the advantage of posterettes in 
tying up the window displays, 
newspaper advertising or other 
sales events. Both cards were de- 
signed for unit displays, that is, a 
display consisting of a number of 
similar articles to be sold at the 
\ \ ‘ same price. 


Circulating — 
HEATERS” 


‘Fer gectrcem 


Hardware stores are Single Stroke pen or brush letters or the Gothic, 
Egyptian or Mongrel alphabets. The merchandise should be used as 
a guide in determining the best letter for the purpose. 

More important is the wording. If you stationed a salesman outside 
the window to say something to every prosrective customer you would 
be very careful about deciding on what he should say. Yet this is ex- 
actly what every show ,card is doing. Every statement should be 
truthful. The main card should have one dominating thovght that will 
apply to the display in general. Individual items should have their 
own cards with or without the price. 

Show cards should convey to the prospective customer information, 
something they do not know. The best way to determine what to say 
is to put yourself in the customer’s place. No one buys anything just 
because it is low in price but for the use they have for it. If you 
know their reason for buying you will have no trouble deciding on the 
best wording. 





January Price Tickets and Posterettes 


The price tickets and posterettes shown in the accompanying illustration 
were designed fér special sales. Ticket No. 24 is 3% inches and No. 28 
3% inches squay:. The posterettes Nos. 26 and 27 are gummed on one 
side ready for attaching to card. Tickets may be had at $1 a hundred 
and posterettes at $1.50 a hundred. On account of small amount in- 
volved, please include check with order. 


Address The HARDWARE AGE SHOW CARD FEATURE 
239 West 39th St. New York City 
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No Necessity For Utilities to Use Cut-Throat Methods 


(Continued from page 33) 


ever, there seems to have been a very definite policy 
on the part of the utility company to cooperate with the 
other electrical merchandising outlets. 


As a result of this cooperation it was possible for 
the utility company, in 1929, to join forces with the 
merchants of Pittsburgh in a campaign which sold, a 
million dollars’ worth of electric refrigerators in a 
single month. While the total effort in this campaign 
resulted in sales of 3400 refrigerators, the number sold 
by the utility company was only 398. 


We are also informed that in the operation of the 
utility company’s merchandise department, strict ac- 
counting methods prevail as regards both revenue and 
expenditures, between the merchandise department and 
the utlity. 


Here are some of the methods used in dealer coopera- 
tion and the results achieved: In a percolator campaign, 
all dealers handling electrical equipment was contacted 
and given the opportunity to participate on the same 
basis of price and terms as was offered by the utility. 
In this campaign the percolators were sold at $4.95 cash 
or $5.45 on time payments. The utility company agreed 
to finance the sales of dealers who: so desired. The 
dealers were allowed to keep the first down payment and 
then receive cash for the balance remaining unpaid, by 
surrendering the lease to the utility. A nominal charge 
was made to the dealer for collection expenses. Any 
dealer who wanted to carry his own accounts, could, if 
he desired, have the deferred payments charged on the 
light bill of any electric service customer of the com- 
pany. This campaign resulted in total sales of over 10,- 
000 percplators in Pittsburgh. A toaster campaign con- 
ducted along similar lines sold 968 toasters. Of these 
the dealers sold 600 and the utilty 368. A waffle iron 
campaign sold approximately 2700 waffle irons, with 
sales about equally divided between the dealers and the 
utility company. 


In all of these campaign and many others the retail 
hardware dealers of Pittsburgh were invited to partici- 
pate. Many of them did participate actively. In fact, 
the Pittsburgh hardware dealers, largely through the 
medium of the Pittsburgh Retail Hardware Association 
have frequently tied in their activities with those of the 
utility company and other dealers handling electrical 
equipment, according to Frank Hegner, past president of 
that association. 


Now, we do not wish to infer that the electric utility 
company referred to does not merchandise vigorously. 
It does. It operates appliance shops in various parts 
of Pittsburgh and goes actively after business. It main- 
tains a corps of outside, as well as inside, salesmen. Its 
appliance salesmen are well schooled through weekly 
meetings and sales courses, to sell appliances intelli- 
gently and give customers a thorough explanation of 
them. Their sales and management efficiency is re- 
flected in a stock turn of 13:5 per year. 


In the sales campaigns, practically all of the utility 





company émployees take part. They sell appliances on 
a commission basis. During one percolator campaign a 
single employee—not in the sales department, but in the 
accounting department—sold 645 percolators in addition 
to carrying on his routine duties. In a lamp campaign 
798 different employees were credited with sales of full 
cartons of lamps. 


In the campaigns, prizes are awarded to individuals - 
and teams competing in sales. Commissions are paid on 
direct sales, or on names of prospects submitted, which 
result in sales. During the refrigerator campaign, com- 
pany employees received a commission of 5 per cent on 
sales from prospects submitted which resulted in pur- 
chases. Employees were also allowed during the cam- 
paign to purchase refrigerators for their own use at 25 
per cent discount from the regular purchase price. 


We were unable to find any specific instances where 
employees abused this privilege by purchasing refrig- 
erators for others, although there were some intima- 
tions by merchants that it had been done occasionally. 


During several days of investigation in Pittsburgh we 
heard comparatively few complaints concerning the elec- 
tric appliance situation there. True there were some 
merchants who argued that since the utility company 
was doing 91% per cent of the electrical appliance busi- 
ness of the city, including radio, it was therefore reduc- 
ing by 9% per cent the possible appliance business of 
the dealers. Others stated frankly that while they were 
absolutely opposed to the principle of utilities companies 
selling merchandise, yet they believed that the promo- 
tional work of this particular utility had resulted in 
more actual sales by dealers than would otherwise have 
been the case. 


Practically all of the dealers interviewed said that 
unfair tactics complained of by dealers in some other 
sections of the country wefe not practiced by the electric 
utility in Pittsburgh. True there were some complaints, 
but they did not deal with such matters as cut prices 
or unreasonable terms. Instead they dealt almost en- 
tirely with employee selling and the practice of placing 
appliance charges on the customer’s light bills. Dealers 
were practically unanimous in declaring that separate 
bills should be rendered for appliance charges and light 
bills. They were likewise practically unanimous in say- 
ing that the policy of employee selling gives the utility 
company a distinct advantage over the other sellers of 
electrical appliances. 


They brought up the point that when special cam- 
paigns were in progress meter readers often pledged the 
current users to buy the featured appliances through 
them. This seems to be partly substantiated by the fact. 
that in one of the percolator campaigns four meter read- 
ers received the four first prizes offered by the utility 
company for the largest individual employee sales. 

Despite all this, however, the situation in Pittsburgh 
definitely proves that cut-throat competition in the form 
of cut prices, unwarranted trade-in values, and ridicu- 

(Continued on page 67) 
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Opinions on the Capper-Kelly Bill 


Further interesting opinions on the Capper-Kelly Bill are published 
on these pages. The editorial referred to in the letters appeared in 
HARDWARE AGE, issue of Dec. 11, on pages 42 and 43. The full text 
of the bill as it now stands was published at the same time and again 
on page 38 of the Dec. 18 issue. Read these comments and the previous 
arguments for and against the Capper-Kelly Bill as published every week 
in December issues of HARDWARE AGE. Tell us your opinion on the 
subject. Clippings of previous articles available on request.—The Editors. 


Dec. 11 Article States Situation 
Clearly 


New York, N. Y.—I have no 
comment to make upon the article 
from the Dec. 11 issue of HARD- 
WARE AGE on the Capper-Kelly bill. 
I think the article states the situa- 
tion clearly, and particularly the 
view of the Law Committee and 
Board of Governors of the National 
Electrical Manufacturers Associa- 
tion. 

FRANCIS E. NEAGLE 

Rounds, Dillingham, Mead & 

Neagle, Attorneys at Law. 


Agrees With Mr. Kelly’s 


Statement 


BRADFoRD, Pa.—The article relative 
to the Capper-Kelly bill is, of course, 
timely, yet I am sure even if the pos- 
sibilities mentioned came to pass, we 
would be no worse off than we are at 
present. 

It seems that after ten years of 
effort on the part of the sponsors with 
the probabilities of the bill passing 
during the present session of Congress 
we ought to continue to give it undi- 
vided support. 

Mr. Kelly’s statement appearing in 
the same issue of HARDWARE AGE 
coincides with my opinions precisely, 
therefore I am for the bill with all its 
faults, if any. 

(Signed) FRANK MAPPES, 
Vice-President-General Manager, 
Emery Hardware Company. 


Would Not Do What 
Original Bill Intended 


Newark, N. J.—Here’s my com- 
ment on your article in the Dec. 11 is- 
sue of HARDWARE AGE, relating to the 
Capper-Kelly bill. 


Am wondering who composes the 
committee on Interstate and Foreign 
Commerce, but the “bad smell” in the 
present so-called Capper-Kelly bill 
would make it appear as if the Brook- 
lyn Colonel who spoke over the radio 
against the bill some time ago must 
either be on that committee or in such 
close touch with it that his influence 


caused the bill to take its present form. | 


With due respect to Senator Capper 
and Congressman Kelly, some one must 
have blackened both their eyes in the 
last election of they could see that the 
bill in its present form would not do 
what the original bill was intended to 


do, and is not worth the printers’ 


ink to put it on the statute books. It’s 
just one of those Congressional jokers 
that make the newspaper cartoonists 
ridicule Congress. 

Mrs. Ruth Bryan Owens recently 
said she was proud to call “them” her 
colleagues. I wonder! 

(Signed) H. M. DEMAREST, 
Manufacturers’ Agent. 


Ul 





RESOLUTION PASSED BY THE 
AMERICAN HARDWARE MANU- 
FACTURERS ASSOCIATION AT 
GALVESTON, TEXAS, CONVEN- 
TION, APRIL 10, 1930 


WHEREAS, the manufacturer of any 
trade-marked article has a vital in- 
terest in the value placed upon his 
product by the consuming public, and 

WHEREAS, the recognition of his 
value must be uniformly established to 
promote the free flow of merchandise 
through distribution channels, and 


WHEREAS, there should be Federal 
legislation legalizing the right of any 
producer of identified merchandise who 
is in fair and open competition with 
other producers of similar or competing 
merchandise, to enter into enforceable 
contracts, at wholesale or retail, or 
both, for the protection of resale prices 
upon his own identified merchandise, 
therefore by the American Hardware 
Manufacturers in convention assem- 
bled, be it 

RESOLVED: That this Association 
indorses House Bill No. 11, the so- 
called Capper-Kelly Bill, and earnestly 
urges its passage by the House of Rep- 
resentatives and the Senate of the 
United States. 











Is in Accord with Statements in 
Hardware Age Article 


NEw YorK, N. Y.—Thank you 
for your letter of Dec. 10, and for 
the article in the issue of the HARD- 
WARE AGE, Dec. 11, 1930, concern- 
ing the Capper-Kelly Bill. 

I am-im accord with the state- 
ments contained in the article and 
with the memorandum of the law 
committee, National Electrical 
Manufacturers Association, quoted 
in the article. 

MANTON DAVIS. 

Vice-president and General At- 

torney, Radio Corp. of America. 





Says We Need Protection of 
Capper-Kelly Bill 


WEST DULUTH, MINN.—I am a 
bit fearful of putting my pan in 
the Capper-Kelly Bill for two good 
reasons: First is that I know less 
than nothing about its ramifica- 
tions, and secondly, the same rea- 
son, only more so. 

However, I understand that the 
high light of this bill is this: If 
Mr. Manufacturer wishes to exer- 
cise his prerogative in his main- 
tenance of his own set, fair price, 
he can do so. Moreover he will 
have the backing of John Law to 
help him. Right? Yes? 

We need the protection of the 
Capper-Kelly Bill. It should be 
granted a hearing, a fair trial. But 
hold! I don’t believe that it will 
get through. For, gentlemen, don’t 
think for a moment that our com- 
mon enemy is inactive. Not so, 
unless I miss my guess there will 
be thrown into the battle the 
mighty arm of energetic counsel 
and huge pots of gold. But if all 
of the trade and trade organiza- 
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tions do something if nothing more 
than dropping a line of their rep- 
resentatives in the House of Con- 
gress or the Senate, mayhap light- 
ning may strike, and the Capper- 
Kelly Bill is ours. Let us fervently 
hope so. 

All of which is respectfully sub- 
mitted with due apologies for lack 
of definite study of the bill in ques- 
tion. 

HERMAN JOHNSON 
Standard Hardware Co. 





Sees Possibility of Evasion in 
Present Capper-Kelly Bill 


COLUMBUS, OHIO—I have never 
been impressed by the Capper-Kelly 


Bill. I fully appreciate the evils at 
which it is aimed, but I do not be- 
lieve they can be corrected by legis- 
lative enactment. Your editorial 
(Dec. 11 issue HARDWARE AGE) 
certainly points out one rather 
simple device by which it can be 
evaded, providing the contracting 
parties are sufficiently interested. 
There are other features of the 
Bill which I have never been able 
to understand, and I am very much 
afraid that if Congress passes this 
law in anything like its present 
form, we will merely have on our 
statute books another set of mean- 
ingless phrases. 

The Council which I represent 
deals only with State legislative 


matters. At various times in our 
informal discussions of this price 
maintenance legislation, I have 
heard a wide variety of opinions 
expressed. They usually were 
based upon what they hoped the 
bill would do or what they feared 
it might do. I certainly am of the 
opinion that HARDWARE AGE has 
done the retail industry a service 
by calling attention to the possible 
defects of the bill, and I will be 
very much interested in the dis- 
cussion which your article will un- 
questionably develop. ; 
GEORG V. SHERIDAN, 
Executive Director 
Ohio State Council of Retail 
Merchants 


Anti-Steel Trap Laws Deprive Trappers and Hardware 


Trade of Valued Income 


Legislation in South Carolina and Massachusetts Prohibit Sale and Use of 
Steel Game Traps—Sponsors Claimed Elimination of Cruelty Apparently 
Without Regard to Suffering Caused by Weasels, Wildcats, Mink and Other 
Predators—Conservation Authorities Use Steel Traps to Check Marauders 


HEN the State of Massachu- 
W setts, on Nov. 4 (as reported 

in HARDWARE AGE, Nov. 20 
and 27), passed the so-called Anti- 
Steel Trap Law, the voters decided 
almost two to one to make it illegal 
to sell or use a steel game trap ex- 
cept under certain conditions. These 
conditions are such that for all prac- 
tical purposes it is generally believed 
that both trappers and the hardware 
trade will suffer the loss of profitable 
income. Three years ago the State of 
South Carolina passed a similar law, 
and rumor has that in other states 
organizations are at work to effect 
kindred legislation. 

Briefly, the Massachusetts law 
(effective Dec. 4) “makes it a mis- 
demeanor punishable by a fine of fifty 
dollars, for any person to use, set or 
maintain any trap or other device for 
the capture of fur-bearing animals, 
which is likely to cause continued 
suffering to an animal caught therein 
and which is not designed to kill the 
animal at once or take it alive unhurt, 
except traps and other devices for 
protection against vermin, set or 
maintained within fifty yards of any 
building or cultivated plot of land 
to the use of which the presence of 
vermin may be detrimental.” 

At the invitation of HARDWARE AGE 
two prominent manufacturers have 
expressed their viewpoints on the 
anti-steel trap legislation and its ef- 
fect on trappers and the hardware 
trade. Both are competent to give a 
fair and thoughtful comment on the 





Hardware wholesalers and 
retailers should read this story 
and the comments of two com- 
petent men discussing anti- 
steel trap legislation. It may 
be that in several other states 
similar laws are being spon- 
sored by well organized bodies 
using as their weapon a plea 
ostensibly based on humani- 
tarian or conservation pro- 
grams. 

—THE Epirors. 











subject as they have given the matter 
considerable study. 

Emphasizing the loss of income to 
the trapper and hardware wholesalers 
and retailers, Chester M. Woolworth, 
president, Animal Trap Co. of Amer- 
ica, Lititz, Pa., says: 

“This bill was sponsored by the 
Anti-Steel-Trap League of Massachu- 
setts. It went into effect Dec. 5, 1930, 
and amends the present law, which 
is General Laws, Chapter 131, by in- 
serting a new section, No. 59A, which 
reads as follows: 

“Whoever uses, sets or maintains 
any trap or other device for the cap- 
ture of fur-bearing animals which is 
likely to cause continued suffering to 
an animal caught therein, and which 
is not designed to kill such animal at 
once or to take it alive unhurt, shall 


be fined fifty dollars for each of- 
fense; but this section shall not apply 
to traps or other devices for protec- 
tion against vermin if set or main- 
tained not more than fifty yards 
from any building or cultivated plot 
of land to the use of which the pres- 
ence of vermin may be detrimental.’ 

“The above law will deprive thou- 
sands of men and boys of a means 
of converting their spare time into 
ready cash—of reaping their fair 
share of the nation’s annual $100,- 
000,000 raw fur crop. Its sponsors 
claim it will eliminate cruelty, but 
make no mention of the untold suffer- 
ing which weasels, wildcats, mink, 
marten and other predators inflict 
annually upon qur game and song 
birds. 

“The reason that such a law could 
be passed through a referendum is 
that both sides of the question are 
not placed before the voting public. 
It is for a converse reason that the 
same law was voted down by the legis- 
lative body—which delves more deeply 
into the justice and soundness of a 
measure. 

“The average city dweller does not 
understand the law of the survival - 
of the fittest that prevails in the 
wilds, that most animals prey upon 
each other. The Government conser- 
vation authorities of the country use 
steel traps extensively to keep in 
check the marauding fur bearers. 

“There is no doubt but that the 
steel trap serves a definite purpose 
in coping with the problem of vermin 

(Continued on page 60) 
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From the experience of 
112 Years Selling 
Weed & Company offer 
these suggestions: 


1. Use window displays at least once 
a month, that have an appeal to women 
exclusively. 

2. Carry as full a line of housewares 
as possible. No woman wants to come 
into a hardware store to be told that a 
seasonable houseware item is not in 
stock. 

3. In newspaper advertisements fea- 
ture merchandise that appeals to both 
men and women. You then get the 
maximum of attention for your adver- 
tising. 

4. Break down the misconception that 
a hardware store is “no woman’s land.” 
If necessary, add some other word such 
as “housewares” to your title. 

5. Have your housewares in as close 
proximity as possible. No woman wants 
to walk through sections of nails, files, 
saws, and so on to reach the department 
she seeks. Masculine hardware never 
has appealed particularly to the feminine 
finer sensibilities. 








The original 


Weed & Company’s history began back in 1818 
when Buffalo, N. Y., was a bustling village of 842 
whites and 1200 Indians. Its close to 600,000 today 
finds Weed & Company a modern store catering to 


the woman buyer. 


Why Weed & Co. 


HE woman of today knows what she wants. 

She has a pretty good idea what merchandise 

will cost her. This is a condition that has come 

about quite recently. And it is a condition that 
Weed’s foresaw with true clarity “way back when.” This 
is going to be a brief ‘story’ on how this Buffalo insti- 
tution caters to Milady’s wants and on her importance 
to the present-day hardware déaler. 

Away back in 1818 when Weed & Company 
set up a small store in Buffalo, N. Y., to do 
a “hardware and ironmongery” business for 
settlers around and about, their only prob- 
lem was to satisfy Big Chief Whoozis and 
his trusted squaw Ten Penny when they 


=e a - shuffled up the narrow dirt street to buy an 
) is! ax, a saw, a millstone or some ammunition. 
VG S} 
om A oa 
a - i 
ri 
rv WA y -’ a 
. —_a ~ 
| 
\ Nic = ‘ 
7 AWS j 
\ \ AS 
| Wh \ s \ * 
Lp 


= 





= 
Eearen 








MK 























HARDWARE AGE for JANUARY I, 1931 


45 





Cater to Women’s IT rade and HOW 


Buffalo was then a bustling hamlet of some 842 
whites and 1200 Indians. Now it is fast climbing on 
the wheels of a 600,000 population. 


The squaw of yesterday has been replaced by her 
smart, thrifty, value-purchasing white sister, who taken 
collectively constitutes nearly sixty-five per cent of the 
total number of customers at Weed’s. 


In 1924, Weed & Company changed their location 
to a more centralized portion of the Buffalo shopping 
district. The city had expanded to the northward 
leaving the old Weed store in the midst of an un- 
productve office area. The new location, some three 
or four blocks to the north was more centralized for 


the shopper, both man and woman. It was ideally 
situated however for women, for in the immediate lo- 


The modern woman finds 

the Weed store ready with 

merchandise and service for 
her needs 








cality were half a dozen women’s shops and department 
stores. 


Hundreds of women passed Weed’s every hour of the 
day, and naturally locked in at the Weed window dis- 
plays. Saws, rakes, garden hose, nails and whatnots 
however were not particularly attractive to the feminine 
taste. Weed & Company knew that they must set about 
to attract the feminine buyer, and that the new location 
of the store was to play an important part in the sale 
of different hardware merchandise. 


Pictures tell the story. Look at the accompanying 
photograph a distinct appeal to women. What woman 
could resist looking at such a display of silverware. 
And that is the story. Weed & Company have become 
very conscious to the appeal to the woman feature in 
the selling of merchandise. 


Even before the window displays were changed, the 
name Weed & Company was put aside and the new name 
Weedwares coined. The new name immediately clicked 
and was truly representative of the various types of 
merchandise that the store carried, and which were 

(Continued on page 62) 
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Schroeter Bros. Hardware 
Co., 810 Washington Ave., St. 
Louis, Mo., old-time hardware 
concern, after approximately 80 
years in the retail business in 
the city, has been forced out 
of business. The Schroeter 
brothers have all been well and 
favorably known to the hard- 





ware trade, and their friends 
will be sorry to know that their | 
business will be liquidated under | 
court order and their assets sold 
at public sale under date of Jan. | 
14, 1931, by Ben J. Selkirk & | 
Co. Their merchandise stock | 
inventoried on Dec. 2, 1930, at | 
$91,023.58. 

For information in reference 
to the sale of their assets, ap- 
plication should be made to A. 
W. Shapleigh, receiver of the 
Schroeter Bros. Hardware Co., 
Walter L. Roos, Mississippi 
Valley Trust Bldg., attorney 
for the receiver. or Ben J. Sel- 
kirk, auctioneers, Arcade Bldg., 








St. Louis, Mo. 


F. B. FARNSWORTH DIES 


Frederick B. Farnsworth, 
head of the Mc Lagon Foundry 
Corp. and the Eastern Screw 
Corp., New Haven, Conn., died 
Dec. 24 after a short illness in 
Grace Hospital in that city. 
Mr. Farnsworth, who was 79 
years old, was formerly mayor 
of New Haven. Mrs. Farns- 
worth, two sons and two daugh- 
ters survive. 


NOAH ELLIOTT DIES 


Noah W. Elliott, 60, presi- 
dent and treasurer, Elliott-Blair 
Steel Co., Newcastle, Pa., died 
at his home in that city of pneu- 
monia on Dec. 25. Since 1892 
he had been connected with the 
cold roll steel industry. Mrs. 
Elliott, six children and two 
brothers survive. 


SHANE & HAYS OPEN 
NEW MODERN FACTORY 


Shane & Hays, Inc., brush 
manufacturers, have moved their 
plant from 350 Classon Ave., 
Brooklyn, N. Y., to 5300 21st 





Ave., corner of 53rd St., Brook- 


will give the company more than 
twice the space with much im- 
proved facilities for the making 
of Shanday brushes. 


KELLY HEADS HOOVER 
DEALER RELATIONS DIV. 
The Hoover Co., North Can- 
Ohio, has announced the 
appointment of 
Kelly in charge of a new de- 


ton, 
Thomas F. 





THOMAS F. KELLY 


partment to be known as the 


dealer relations division. The 
department will function in 
maintaining close contact be- 


tween the field organization of 
the company with dealers and 
between dealers and the head 
office. Mr. Kelly has been as- 
sociated with the company for 
twelve years, serving first as 
sales manager of The Hoover 
Co., Ltd., in Canada, and in 
1926 as branch manager at Chi- 
cago, Ill. Since the fall of 
1927 he has been a sales ex- 
ecutive at the headquarters of- 
fice, in charge of the activities 
of the public utilities dealers. 

Previous to joining the com- 
pany, Mr. Kelly was connected 
with The Dayton Power & 
Light Co., Dayton, Ohio, re- 
signing as commercial manager 
and director of the organization 
to take charge of Hoover sales 
in Canada. 


Frank P. Cheesman, Chees- 
man-Elliott Co,, Inc., Brooklyn, 
N. Y., has been appointed head 
of the constitution and by-laws 
committees for both the Amer- 
ican Paint & Varnish Manu- 
facturers’ Association and the 
National Paint, Oil and Var- 
nish Association, according to 
an announcement made Dec. 21, 
1930. Other committee ap- 
pointments for both associa- 
tions were announced at the 
| same time. 

| Other appointments of the 
| American association are as fol- 
| lows: A.-C. Stephan, Devoe & 
Raynolds Co., Inc., New York 
City, cost accounting; C. F. 
3eatty, Socony Specialties, Inc., 
| New York City, fire preven- 








tion; L. H. Conklin, Flood & 
| Conklin Co., Newark, N. J., 
lacquer and_ synthetic gum 
products; G. B. Heckel, 1002 


Public Ledger Bldg., Philadel- 
phia, Pa., membership; Joseph 
O. Olson, McCloskey Varnish 
Co., Philadelphia, Pa., naval 
stores and petroleum products; 
F. C. Atwood, Craftex Co., 


Brighton, Mass., plant man- 
ager, and Ludington Patton, 
Pittsburgh Plate Glass Co., 


Milwaukee, Wis., tung oil and 
unfair competition. 

Other appointments of the 
National organization are: club 
program, H. S. Chatfield, Mac- 
Lac-Kasebier Corp., New York 
City; credits and collections, 
T. J. Kenny, Devoe & Ray- 
nolds Co., Inc., New York City: 
manufacturers, E. R. Hoag, 
Ditzler Color Co., Detroit, 
Mich.; master painters, M. G. 
Hines, True-Tagg Paint Co., 
Memphis, Tenn.; membership, 


John Henry Coon, Rennous- 
Kleinle division, Pittsburgh 
Plate Glass Co., Baltimore, 
Md.; memorial, George B. 
Heckel, drugs, oils and paints, 
Philadelphia, Pa.; paint dis- 
tributors, R. A. White, C..C. 
Aler Co., Cincinnati, Ohio; 
trade mark, Carl H. Black, 


American Can Co., New York 


J. C. Pendray, British Ameri- 
can Paint Co., Ltd., Victoria, 
B. C.; arrangements and enter- 
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City; western zone executive, 





for 1931 Are Named 


tainment, 1931 convention, S. 
French Reaves, John T. Lewis 
& Bros. Co., Philadelphia, Pa. ; 
arbitration, E. J. Cornish, Na- 


tional Lead Co., New York 
City: Chamber of Commerce 
of the United States, E. T. 


Trigg (national councilor, Na- 
tional association), John Lu- 
cas & Co., Philadelphia, Pa.; 
J. Sibley Felton (national coun- 
cilor, American association), 
Felton, Sibley & Co., Philadel- 
phia, Pa., and code of ethics, 
P. C. Frayser, Mound City 
Paint & Color Co., St. Louis, 
Mo. 

Other appointments of the 
National association are: edu- 
cational bureau, Ernest T. 
Trigg, John Lucas & Co., Phil- 
adelphia, Pa.; export and for- 
eign trade development; Ralph 
E. Plowman, E. I. du Pont de 
Nemours & Co., Parlin, N. J.; 
flax development, L. P. Nem- 
zek, E. I. du Pont de Nemours 
& Co.; legislation, A. S. Som- 
ers, Fred L. Lavanburg Co, 
New York City; rosin market- 
ing methods, William  L. 
Schwalb, Hilo Varnish Corp., 
Brooklyn, N. Y.; Save the Sur- 
face, Mr. Felton; simplification, 
H. A. Melum, Benjamin Moore 
& Co., Chieago, Ill., and traf- 
fic, E. A. Leveille, 1064 Trans- 
portation Bldg., Chicago, III. 





WILCOX HEADS NEW 
MILL SUPPLY HOUSE 


Former employees in the 
sales organization of Ludlow & 
Squiers, Inc., Newark, N. J., 
have organized a new company 
under the name of Wilcox, 
Glidders & Jones, Inc., to han- 
dle mill and factory supplies, 
with headquarters at the cor- 
ner of Oliver and Mulberry 
Sts., Newark, N. J. 

Officers of the company are 
Charles L. Wilcox, president 
and treasurer; vice-president, 
George T. Glidders; secretary, 
Donald M. Jones, and assis- 
tant treasurer, Arthur D. Wil- 
cox. 

The organization will be open 
for business by Jan. 1, 1931. 
Catalogs of manufacturers are 
requested by the new company. 
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RICHARDS & CONOVER 
PERSONNEL CHANGES 


J. E. Woodmansee, treasurer 
and credit manager, Richards 
& Conover Hardware Co., Kan- 
sas City, Mo., wholesale hard- 
ware distributors, recently took 
charge of the sales department, 
putting sales and credit depart- 
ments under one division. F. 
E. Van Buskirk, formerly a 
sales manager; R. R. Lancas- 
ter, Conover Smith and R. V. 
Cusack, formerly one of the 
sales managers, will have 
charge of the combined har- 
ness, paint and sporting goods 
departments. 

Clyde W. Maupin, head of 
the sporting goods and cutlery 
departments; George Sheen, in 
charge of the paint department, 
and Paul R. Wettig, head of 
the harness and leather divi- 
sions, recently resigned. Mr. 
Wettig, who has spent most of 
his life in the harness and lea- 
ther business, will enter the 
life insurance field. Mr. Sheen 
will take a vacation trip, after 
which he will return to Kansas 
City to re-enter business. Mr. 
Maupin, who has been in the 
wholesale hardware distribution 
business for more than twenty 
years, worked as a boy in his 
father’s retail hardware busi- 
ness. He has not announced his 
plans for the future. Messrs. 
Maupin and Wettig are stock- 
holders in the Richards & Con- 
over organization. 


BOSTON VARNISH CO. 
SALES CONVENTION 
FEATURES NEW LINE 


Representatives from every 


section of the United States and 
Canada attended the Boston 
Varnish Co., convention, held 
Dec. 15, 16 and 17, 1930, at 
the factory in Everett, Mass. 
Monday morning, Dec. 15, ses- 
sions were formally opened with 
an address of welcome by J. 
B. Lord, president of the com- 


pany, who commented on the 
progress of the past year. Mr. 
Lord congratulated the men 


upon the sales volume on Ky- 
anize products. The day was 
given over to a discussion and 
demonstration of Kyanize prod- 
ucts. H. B. Winne, vice-presi- 
dent, touched in detail upon the 
individual sales points of each 
product produced by the or- 
ganization. H. A. Hall, trea- 
surer, described additions to the 
plant and its equipment. His 
talk was followed by a tour 
through the factory. 

Tuesday a new product, Ky- 
anize Super Service paint, was 





released. That evening com- 
pany officials and salesmen at- 
tended a hockey game at the 
Boston Gardens. Advertising 
and merchandising features of 
the line were discussed by C. 
A. Dana Redmond, advertising 
manager. Messrs. Hodgson 
and Slocum of N. W. Ayer & 
Son, Inc., gave a description 
of the facilities and operation 
of the Ayer organization. At 
the Wednesday session V. F. 
Howser of the sales staff gave 
a detailed presentation of the 
manner in which he conducts 
store demonstrations for his 
retailers. In the evening for- 
mal sessions were concluded 
with a banquet at the Hotel 
Manger, Boston. The Kyanize 
quartet and tenor solos by W. 
W. Gilmour were features of 
the entertainment. 


HANSEN, SIMMONS SALES 
MGR. IN WEST, MARRIES 
C. Ed. Hansen, 


sales man- 


ager of the western territory | 


for Simmons Hardware Co., 
St. Louis, Mo., formerly of Ba- 
ker, Mont. married Miss Peggy 
3aker, Los Angeles, Cal. 
Mr. Hansen, who was consid- 
ered a confirmed bachelor, was 
married Sept. 19. Although he 
and Mrs. Hansen returned to 
St. Louis, the event was kept 
secret until a few. days ago. 


BOOSTERS HOLD ANNUAL 
CHRISTMAS PARTY 
The annual .Christmas party 
of the Hardware Boosters at 
the Hardware Club, New York 
City, on Dec. 20, 1930, was at- 
tended by more than 92 mem- 
bers and guests. A special din- 
ner was served, during which 
singing was one of the fea- 
tures. Official greetings of the 
season were extended by Presi- 
dent Charles J. Heale, HArp- 

WARE AGE, New York City. 

Llew S. Soule, editor, Harp- 
WARE AGE, explained the “For- 
ward March” movement buttons 
which every diner wore. He 
also spoke briefly of the busi- 
ness outlook for the new year, 
emphasizing that the country’s 
buying power has not been se- 
riously impaired. 

A fine program of profes- 


sional entertainment was of- 
fered at the party. Through 
the courtesy of G. Duncan 


MacLeod, Bob Connolly, cham- 
pion Scotch piper, and Miss 
Jessie Watson, champion Scotch 
dancer, offered several inter- 
esting and difficult numbers. 
Miss Watson, Messrs. MacLeod 
and Connolly were in full Scot- 
tish regalia. Gifts were dis- 
tributed among members and 





| States Government. 
| war he supervised construction 








guests. Mr. Heale was pre- 

sented with a gift by the or- 

ganization for his activities in 
the past year. 

Following the distribution of 
gifts, additional entertainment 
was provided by Thornton 
Webster, 33 W. 42nd St., New 
York City, who rendered sev- 
eral songs and lead in group 
singing. Crawford Adams, vio- 
linist, and Alan Parado, pian- 
ist, played several numbers. 
Mr. Parado played several solo 
numbers. Group singing con- 
cluded the party. 

CLAUDE DIBBLE PASSES, 
MOORE BROS. CO. V. P. 
Claude M. Dibble, 40, vice 

president in charge of produc- 

tion, Moore Bros. Co., Joliet, 

Ill., whose death was recorded 





CLAUDE M. DIBBLE 


in the Dec. 18, 1930, issue of 
HARDWARE AGE, on page: 48, 
is believed to have died as the 
result of a fall suffered at the 
American Gas Association con- 
vention, held in Atlantic City, 
N. J., in October. His illness 
started during the Thanksgiv- 
ing holiday, at which time he 
was removed to the Evanston 
Hospital. Mr. Dibble became 
a student engineer at the Gen- 
eral Electric Co. plant at Lynn, 
Mass., in 1911. From 1911 to 
19t6 he served with the Chi- 
cago Sanitary District at Lock- 
port, Ill, later becoming a 
draftsman and designer for the 
Sherwin-Williams Co., Chicago, 
Ill. 

For five years he worked for 
the Pullman organization. One 
of his outstanding achievements 
was the preparation of a build- 
ing and installation of a plant 
for the machining of high ex- 
plosive shells for the United 
After the 


of plantss designed to make au- 
tomobile bodies for the Pack- 
ard Co. and cabinets for phono- 
graphs. In 1923 he joined the 
Moore organization as superin- 
tendent. In February, 1930, he 
became vice-president of the 
company in charge of produc- 
tion. 


CAMILLUS CUTLERY CO. 
PROMISES EMPLOYMENT 
UNTIL APRIL 1, 1931 


According to a report printed 
in The Journal of Commerce, 
Dec. 24, 1930, all employees of 
the Camillus Cutlery Co., 
Camillus, N. Y., have been as- 
sured of steady employment un- 
til April 1. Alfred B. Kastor, 
treasurer, posted a notice in the 
plant which read, “We hereby 
pledge ourselves to keep this 
factory in operation throughout 
the winter. We can assure you 
all of employment at least until 
April, with orders on hand for 
stock and from our customers. 
We believe that by the end of 
the first quarter conditions will 
be materially relieved and the 
sun will shine brighter for us.” 





REOPEN SINGER STORE 

George Singer has announced 
the reopening of an up-to-date 
hardware store at 327 Sutter 
Ave., Brooklyn, N. Y., by Sing- 
er & Singer. The store, which 
also handles builders’ and fac- 
tory supplies has been 


estab- 
lished at the same address since 
1902. 


WORTHINGTON CATALOG 
IS IN TWO EDITIONS 


The George Worthington Co., 
802 St. Clair Ave, N. W., 
Cleveland, Ohio, catalog issued 
recently was put out in two 
editions. For most of the hard- 
ware trade a loose leaf book 
was published. The second type 
was a tightly bound book for 
distribution to manufacturing 
concerns and others to whom 
it is not necessary to keep a 
catalog up to date. The cover 


4 of the catalog is of a stiff brown 


composition, showing the name 


Worthington on _ the front 
cover, together with a mono- 
gram with the words “Over 
a Century of Service.” There 


are more than 1400 pages con- 
taining illustrations and _ speci- 
fications of heating equipment, 
cutlery, sporting goods, 
tools, automobile accessor’es, 
general hardware, kitchen uten- 
sils, etc. 

In addition to the descriptive 
matter relating to the numer- 
ous lines, there are dealer helps 
of various kinds, display stands 
and charts which are available 
to dealers. The front pages 
contain a list of departments 
and a classified index. On the 
inside front cover of the dealer 
edition is a list of instructions 
and illustrations for operating 
the binder. A foreword and 
illustrations of the Worthington 
establishment are also included 
' in the front pages. 


toys, 
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Flex-Nek Nozzle 
Holders 


The Anker-Holth Mfg. Co., Port 
Huron, Mich., will soon announce 
an unusual nozzle holder, known 
as the Flex-Nek. It is designed 
for attachment to the hose con- 
nection between the hose proper 
and the nozzle so that the nozzle 
can be used as a sprinkler without 
a special sprinkler head. It is 
strongly made of specially proc- 
essed brass and electro-gaivanized 
steel tubing. Hose and nozzle 
connections are brass. The flexi- 
ble tubing is quite heavy, octag- 
onal in shape and specially packed 
with six-ply asbestos roping which 
swells when wet, assuring long 
life and water-tight joints. With 
Flex-Nek, the nozzle can be ad- 
justed to deliver any volume of 
water in any direction at any 
angle. Base is of Y4-inch heavy, unbreakable steel, gloss enameled 
green. Flex-Nek may be used in the hand as well as a nozzle without 
the appliance. Base may be moved from one point to another on the 
lawn, without shutting off the water. Dealer cost is $7.50 per dozen 
Suggested retail selling price is $1.00 each 











Al Foss 
Display Stand 


The Al Foss bait selling cabinet 
is a combination ‘display and 
storage cabinet, made entirely 
of metal and lithographed in 
several colors. Front is glass, 
behind which is a drawer hold- 
ing six baits for display. In. the 
rear is a storage place for 24 
baits and 24 bottles of pork 
rind or other products. At the 
bottom four bottles of pork 
rind show from behind the glass 
front. The cabinet is given to 
dealers with an order for 48 
items from the Al Foss line of 
baits and bottled pork rind. The sporting goods division of The Ameri- 
can Fork & Hoe Co., Cleveland, Ohio, offers this cabinet to dealers 





McKinney Cylindrical Lock 


The McKinney cylindrical lock is a simplified type, in the making of 
which no element of soundness or practicability has been sacrificed, 
according to the McKinney Mfg. Co., Pittsburgh, Pa., the manufacturer, 
The lock is said to offer the advantage in one general cylindrical type 
of the features found in the unit, mortise and rim type locks. McKin- 
ney’s new lock is designed in 5 only case sizes to meet all requirements 
of variation of case size. It is designed in 5 only lock front and strike 
sizes. The backset is adjustable to all required standard backsets. The 
lock is easily reversible to both right or left hand. Key holes are in 
center of knob, eliminating all variations in spacing dimensions. The 
lock is so designed that it may be used for all types of fronts and 
strikes, whether flat, beveled, rabbeted or radius. Front and strike, 
regularly packed with each lock, are applicable to flat or beveled edge 
doors and substitution of rabbeted or radius edged doors. It is designed 
to provide one standard template for each of the five lock front and 
strike sizes. All fronts and strikes will be furnished to template. The 
design eliminates variations created by the existence of variations of 
types and sizes of hubs, spindles, cylinders, turn piece spindles, number 





of bit key tumblers and variations in bit key types and cross sections. 
This lock is installed by boring two holes and mortising only for the lock 
front and strike. One only template may be used to completely prepare 
all doors for application of locks before painting. Locks should be ap- 
plied after the paint has entirely hardened. A catalog is available in 
which is described in full detail the entire line of locks. 


Pexto Display 
Card and 
Display Box 


This display fixture is sent 
free of charge with each 
assortment of Pexto prun- 
ing shears, made by The 
Peck, Stow & Wilcox Co., 
Southington, Conn. It is 
equipped with heavy easel 
on back, making it suitable 
for window or counter dis- 
play. On front there are 
cardboard clips for mount- 
ing or holding four pruning 
shears. Assortments are 
packed complete with one 
display card and one dozen 
Pexto pruning shears in 
two display cartons, each 








holding one-half dozen 
shears. Cards measure 
12% x 17 inches. Assort- 


ments are: No. | F, forged 
shears, 4 No. 505, 3 No. 605, 3 No. R605 and 2 No. R80; and No. IM 
malleable shears, 4 No. 50, 3 No. 60, 3 No. R50 and 2 No. R70. All 
of the models are 9-inch 
pruning shears. Other se- 
lections are possib!e and 
may be substituted for 
those in the above assort- 
ments. The same or- 
ganization offers dealers 
display packages, each 
holding one-half dozen 
sti shears. Each pruning shear 
r is in an_ individual box. 
There are six boxes in a 
display carton. On the 
bottom or back of each in- 
dividual box is printed 
“Pruning Suggestions.” 
Each box is marked as to 
number and size of shear. 
Both the card and boxes 
are printed in attractive 
colors. Assortments men- 
tioned above are packed in 
corrugated cartons, weigh- 
ing approximately 16 Ib 
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U. S. Vegetable Drawer 


The U. S. enameled vegetable drawer is a moist air compartment for 
keeping vegetables crisp and fresh: United States Stamping Co., 
Moundsville, W. Va., makes this drawer, which may be used in any 
typeof refrigerator, regardless of the type of refrigeration. Cover of 
drawer is suspended on the wire shelves of refrigerator by two clamps 
of unique design, which can be installed by use of an ordinary kitchen 


U.S. VEGETABLE DRAWER 





Drawer is 14 x 8 x 4 inches deep and is made to ac- 
commodate all sizes of refrigerators. It is produced from heavy gage 
metal, finished with three coats of porcelain enamel. Suggested retail 
selling price 1s $2.25 each. Dealer cost is approximately $1.40 each. 


paring knife. 
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Bank Clearings Show Decline 
for Week Ended Dec. 18 


Bank clearings in the United States 
for the week ended Dec. 18, as re- 
ported to Bradstreet’s Journal, ag- 
gregated $10,501,221,000, as against 
$8,062,657,000 last week, and $12,257,- 
880,000 in this week last year. There 
is here shown an increase of 30.2 per 
cent over last week, but a decrease of 
14.3 per cent from the like week of 
1929. Canadian clearings aggregated 
$287,992,000 against $254,049,000 last 
week and $394,703,000 in this week 
last year. 


Business Failures Increased 
in Week Ended Dec. 20 


Commercial failures increased 
sharply in the week ended Dec. 20, 
according to the compilations of the 
business reviews. Bradstreet’s review 
for the week indicated a total of 614 
defaults as compared with 520 for the 
week preceding and with 440 in the 
corresponding week of 1929. R. G. 
Dun & Co. reported 604 failures 
against 562 for the week preceding 
and 498 in the same week of last year. 
Even considering the tendency for 
failures to increase toward the end 
of the year, the number of failures 
is unusually high, the reviews point 
out. Broadstreet’s showed that the 
total was higher for the week than 
in any year since 1926. 

Canadian failures also showed an 
increase, standing at 73, as compared 
with 66 last week and 69 a year ago. 

The reviews concurred in showing 
a large increase in the number of 
failures in the South. Bradstreet’s 


reported more failures in all sections 
of the country, but the Western and 
Northwestern, New England, the Far 





GENERAL MARKET 
NEWS of THE 


WEEK 





Inventory Lull Retards 
Demand 


New York, Dec. 31.—With the 
advent of the New Year, hardware 
wholesalers and retailers are busy 
with inventory and the current de- 
mand has been retarded by the 
usual lull which accompanies the 
annual stock taking procedure. Re- 
ports from principal market centers, 
indicate that holiday sales reached 
higher totals in most instances than 


were expected. 


Recent snow storms, accompanied 
by low temperatures, served to stim- 
ulate the demand for Winter goods 
in several sections of the country. 
Trade sentiment has improved as a 
result of some indications of bet- 
terment in general conditions. 


Prices have recently become more 
stable at low levels, influenced by 
firming prices of some raw mate- 
rials. 


The credit situation is somewhat 
“spotty” in character. Collections 
are satisfactory in some sections and 
slow in others. The average is 
deemed good, considering the status 


of current conditions. 





» West and the South were responsible 


for most of the gains. 

A further decline was noted in the 
percentage of failures occurring in the 
smaller class of businesses, the figure 
falling to 67.9 against 69.4 a week 








ago. A large number of the defaults 
fell in the class using between $20,000 
and $50,000 of capital, according to 
the reports. 


Week’s Price Average Was 
79.4 Per Cent, Says Fisher 


Prof. Irving Fisher of Yale Uni- 
versity has announced that wholesale 
commodity prices for the week ended 
Dec. 20, based on Dun’s quotations, av- 
eraged 79.4 per cent. The November 
average was 81.4 per cent. The pur- 
chasing power of the dollar on a 
1926 basis of 100c. was 126c. The 
average in November was 122.8c. 

Crump’s index of English prices 
for the week on the revised 1926 level 
was 69.9. The November average was 
72.3. 

The Italian index on the revised 
1926 basis for the week ended Dec. 
13 was 56.7. The October average 
was 59.1. 


Bank Debits Increased 
in Week Ended Dec. 17 


Debits to individual accounts as re- 
ported to the Federal Reserve Board 
by banks in leading cities for the week 
ended Dec. 17 aggregated $13,502,- 
000,000, or 27 per cent above the to- 
tal reported for the preceding week 
and 21 per cent below the total re- 
ported for the corresponding week of 
last year. 

Aggregate debits for 141 centers 
for which figures have been published 
weekly since January, 1919, amounted 
to $12,657,000,000, as compared with 
$9,923,000,000 for the preceding week 
and $16,118,000,000 for the week ended 
Dec. 18 of last year. 

















50 HArpwarkeE AGE for JANUARY I, 1931 





PIT TSBU RG j~ Holiday Sales Were in Fair Volume . 
= Several Minor Price Changes Effective 


(Pittsburgh office of HARDWARE AGE) 


PITTSBURGH, Dec. 30. 


OLIDAY sales of local hard- 
II ware jobbers compared fa- 

vorably with the preceding 
year in number of orders, but in most 
cases dropped behind in point of vol- 
ume. The tendency toward lower- 
priced goods predominated in almost 
all lines. It was significant, however, 
that items in the so-called luxury 
class, such as radios and the higher 
priced electrical appliances, were 
moved in good volume in spite of the 
fact that the cheaper models were 
favored over the more expensive. Ra- 
dio business was particularly grati- 
fying with some sellers, and at least 
one jobber was able to move out his 
entire line of both full-size and midget 
sets. Sales of the midget line pre- 
dominated with many distributors, and 
some jobbers feel that the enthusias- 
tic public reception of these models in- 
dicates a trend toward lower priced 
radios which will continue both in 
and out of the holady season. 


FUTURE ORDERS 


Jobbers are now concentrating their 
attention on sales of staple items for 
spring delivery. In some cases fair 
orders have been booked for that pe- 
riod, but other sellers have been con- 
centrating their attention on the holi- 
day trade with little emphasis on for- 
ward buying. Also retailers are quite 
often reluctant to make future com- 
mitments at this time, and jobbers are 
not anxious to commit themselves in 
many cases. Hardware manufactur- 
ers have not been pushing jobber sales 
in recent weeks, and salesmen rep- 
resenting the distributing houses will 
not be sent out before Jan. 5 in most 
cases. During the New Year’s week 
retailers will be largely engaged in 
inventory taking, and with this busi- 
ness out of the way many of them 
may wait until the hardware conven- 
tion in February before doing the 
bulk of their spring ordering. 


PRICE REVISIONS 


The price structure shows little 
change, and it would not now be un- 
likely if jobbers would be forced to 
bear the brunt of reductions during 
the next three months to conform with 
the generally lower level of commodity 
prices. Changes during the week 
have not been of much importance, 
although numerous small revisions are 
reported. A new schedule of step- 
ladder prices has been announced, 
with slight advances over previous 
quotations. Linseed oil is unchanged 
at slightly over 10c. per lb. in barrel 
lots, while turpentine is still quoted 





AT A GLANCE 


Holiday sales from the 
standpoint of numbers com- 
pared favorably with a year 
ago, but in most instances, 
dropped behind in point of 
volume. 

* % & 

Wholesalers are now con- 
centrating sales effort on 
spring lines for later delivery. 
Inventory will also receive the 
attention of jobbers and re- 
tailers. 

* * & 

Several minor price re- 
visions are effective. Basic in- 
dustrial conditions are ex- 
pected to show improvement 
in the near future. 

* % & 


Railroad orders and_in- 
quiries have been the feature 
of the Pittsburgh steel indus- 
try. Collections show no mate- 
rial change. 











at 56c. per gal. in barrel lots. White 
lead continues at 13.75c. per lb. Nail 
prices are still somewhat disturbed 
by extremely low quotations on the 
part of one or two jobbers, although 
the general market is still quoted at 
$2.15 per keg for delivery out of job- 
bers’ stocks. 


BASIC CONDITIONS 


Basic industrial conditions in the 
Pittsburgh district will likely show 
a sharp turn for the better about 
Jan. 5. During the last two weeks 
holiday suspensions have reduced 
steel mill operations to one of the 
lowest points in recent years, and the 
steel ingot production of the district 
has been engaged at an average of 
not more than 25 per cent. Numer- 
ous blast furnaces have been blown 
out or banked, and finishing mill 
schedules have called for complete 
suspension of activity for at least one 
week, and in some cases for two. 
Nevertheless, steel companies have 
been receiving heavier specifications 
for January delivery and forward con- 
tracting is proceeding satisfactorily 
on most all products. This is par- 
ticularly true in the case of sheets 
and steel bars, the latter having been 
improved considerably by the recent 
advance in mill quotations for first 
quarter. While the larger users have 
generally not been forced to pay the 


extra dollar a ton now demanded on 
current business, many smaller con- 
sumers have contracted for the first 
quarter at the full asking price. 


RAILROAD ORDERS 


Railroad orders and inquiries have 
been the feature of the market, while 
both the New York Central and the 
Pennsylvania now expected to buy 
their 1931 rails within the week. In- 
quiry for track accessories is also 
heavy, and railroad cars are taking a 
fair tonnage. 


COLLECTIONS 


Collections show no_ material 
change, but are expected to improve 
after the first of the year. 





Issues Booklet on 
Electroplating Aluminum 


Aluminum Co. of America, Pittsburgh, 
Pa., has issued a booklet on Electroplat- 
ing Aluminum. Diagrams and photos in- 
dicate the methods used in electroplating 
aluminum. Solutions used for cleaning, 
plating, zinc “flashing,” plating on rough 
surface, nickel plating, etc., are explained. 
Copies of the booklet are available from 
the company. 


United States Stamping 
Issues Attractive Catalog 


The United States Stamping Co., 
Moundsville, W. Va., has just issued a 
beautiful catalog”of their complete line 
of enameled ware. Cover is an attrac- 
tive design in four colors, illustrating in 
poster style four of their items. There 
are two pages devoted to comments upon 
the progress made by the organization. 
In addition to the illustrations the last 
section of the catalog is printed in col- 
ors, showing the U. S. assortments for 
special sales. All hospital items made 
by the company are found in a special 
hospital section. 


Enameled Sheet Metal Ware 
Shipments Up in October 


Shipments of enameled sheet metal 
ware in October were 329,337 doz., 
valued at $1,326,912, compared with 
297,622 doz., valued at $1,212,368, in 
September, according to reports re- 
ceived by the Bureau of the Census 
from 16 manufacturers, representing 
approximately 80 per cent of the in- 
dustry. 
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MEMPHIS: 


(Memphis office of HARDWARE AGE) 
MEMPHIS, Dec. 30. 
HRISTMAS business is now in 
i the sack, and it looks very 
much like the returns are go- 
ing to check satisfactorily to local 
retailers and to dealers over the ter- 
ritory as well. Local jobbers have 
had fine business in holiday goods. 
It seems that the usual Christmas 
spirit got a strangle hold on old “hard 
times” in the last few weeks of the 
holidays and, contrary to prediction, 
there was about the usual volume of 
this business transacted. Dealers’ 
stocks are depleted, and the dealers 
are wearing a broad smile of satis- 
faction. 


FIRST QUARTER PROSPECTS 


We are now ready to turn our at- 
tention to the more serious matter of 
preparing for the 1931 crop, and the 
indications are that hardware jobbers 
in the South are going to see some 
busy times for the first three months 
of the year. 


PRICE TENDENCY 


Prices are coming through from 
manufacturers on practically an even 
basis with last year, with- fewer va- 
riations than was expected, and all in 
all it appears that the stage is set 
for a fairly good volume of sales, 
at prices that will show satisfactory 
return. 


WIRE CLOTH AND NETTING 


Screen wire prices are announced 


on a little higher level than last year. 
Jobbers are quoting: 

Standard 12 mesh black, $1.65 per 
100 sq. ft.; 14 mesh galvanized, $2.15 
per 100 sq. ft.; 16 mesh galvanized, 
$2.50 per 100 sq. ft. 

Poultry netting is another commod- 
ity that shows a little advance in 
the opening price, and jobbers’ quo- 
tations are on a basis of approximate- 
ly 60 per cent. 


NEW GAS AND OIL FIELD 


Jackson, Miss., is the center of ac- 
tivity, the result of new production of 
oil and natural gas. Your correspon- 
dent was in Jackson a few weeks ago 
and only a few days after one of the 
largest gas wells had come in, and 
it was like a stampede. The hotels, 
the streets, the highways, and many 
of the stores were crowded with all 
kinds and colors of folks who were 
more or less excited over the gas and 
oil conditions. 

Hardware dealers there have en- 
joyed phenomenal business in all items 
of gas equipment, especially in heat- 
ing equipment. There was a flood 








AT A GLANCE 
Jobbers: have had a fine 


business in Christmas mer- 
chandise. Quality items have 
been the most popular type. 

* * # 

Hardware wholesalers in the 
South are expecting a busy 
period during the first three 
months of the year. 

* 8 # 

Prices are coming through 
from manufacturers on prac- 
tically an even basis with last 
year. Screen wire and poultry 
netting quotations for the 
coming season are a trifle 
higher. 

* 8 & 

The new gas ard oil field 
centering around Jackson, 
Miss., has made business brisk 
in gas heating and cooking ap- 
pliances. The 4H clubs will 
serve to develop a better de- 
mand for farm equipment. 











of this business, following immediate- 
ly the granting of a franchise about 
Oct. 1. Jackson enjoys equal rates 
with Monroe, La., which are 29c., and 
said to be the cheapest of any in this 
section of the country. 


BACK TO THE FARM 


Here is an indication of the bigness 
of the “Back to the Farm” movement, 
and what it may amount to in the 
years ahead. The State of Tennes- 
see has more than 38,000 boys and 
girls enrolled in 4H Clubs in the year 
1930. This represents a gain of more 
than 7000 over 1929. 

You say, “What are these 4H Club 
boys and girls doing?” Charles A. 
Keffer, Director of Agricultural Ex- 
tension Work, tells us as follows: 

“In 1929 Ted Martin produced three 
bales of cotton on a measured acre 
of McNairy County land at a cost of 
$82.16, with a profit of $179.45. 

“Mallory Patterson, in Cheatham 
County, received $240.80 for the to- 
bacco he raised on a half acre of 
ground. 

“Harry Wheat, Decatur County, 
made 98 bushels of corn on one acre, 
and at $1.00 per bushel this equals 
earnings of $1.59 per hour for all 
the time he worked. 

“A Shelby County 4H girl, Miss 
Dorris Strong, was awarded a scholar- 
ship in the Home Economics Depart- 


Christmas Business Has Been Good 
Screen Wire and Poultry Netting Priced 


ment of the University of Tennessee 
for her record in poultry work in 
1929. Her year’s work netted her 
$372.31.” 

These are but examples. All 4H 
Club boys and girls are doing sim- 
ilar work, many equal to these. 

“The father and mother of every 
club boy and girl is being taught bet- 
ter practices by the boy and girl, con- 
sciously and unconsciously, and every 
parent takes pride in the good work 
of the child. 

“But the best that club work is 
doing is its effect on rural sociology. 
Club work is making rural life more 
attractive, not only because it teaches 
more profitable ways of doing things, 
but because it makes for better citi- 
zenship. Club boys and girls are be- 
ing made farm-minded. They are 
finding increasing interest in rural 
life; they are looking at farming as 
a business worthy of the best effort 
of the best minds. They are losing 
the intense individualism of their par- 
ents and are thinking in terms of or- 
ganized effort.” 


EFFECT ON HARDWARE 


You ask what this has to do with 
hardware, and the answer is—devel- 
opment of a demand for more and 
better implements, better barns, poul- 
try houses and equipment generally, 
as well as better furnishings and more 
comforts for rural homes. 


IMPLEMENT DEMAND 


There is evidence that farmers and 
planters are going to buy small farm- 
ing tools and implements, in the pur- 
chases of dealers who have been book- 
ing very freely for shipment up to 
March 1. The volume on larger plows 
is not as large as in former seasons, 
but dealers are certainly going strong 
for the lighter tools and repairs. 

The movement in farm equipment, 
such as plow gear and kindred goods, 
is very marked. 

Other farm and gardening tools are 
showing about the usual activity in 
early purchases for both prompt and 
later shipment. 


HOLIDAY TRADE 


The trade this year, much more 
than usual, has run to better gifts. 
Hardware jobbers and dealers have 
sold more of the better grade of per- 
colators, waffle irons, toasters, coffee 
machines, silver tableware, electric 
irons, etc., than in years past. 

During a period of hard times 
people buy soberly, and purchases in- 
variably run to quality goods which 
in the last analysis are the most eco- 
nomical. So it has been with holiday 
trade this year. 
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CHICAGO: 


(Chicago office of HARDWARE AGE) 
CHICAGO, Dec. 30. 

OLIDAY trade has done much 
H to renew the buying habit and 

although in money volume it 
fell off as compared with the move- 
ment a year ago the tonnage has 
nevertheless been heavier than many 
had predicted. Belief is spreading 
that the depression has about flat- 
tened itself out, despite the actual 
current condition of business in gen- 
eral. Commodity prices, without a 
doubt, are scraping along rock bot- 
tom, which is one of the requisites of 
restored confidence in the market. 
Price firmness is said to be more 
necessary than rising prices to the 
ultimate upturn. According to bank- 
ing opinion, it is the wreckage and 
not the departed storm which now 
constitutes the major problem. 


HOLIDAY RUSH 


For a fortnight before Christmas 
jobbers were kept pretty busy filling 
eleventh-hour orders from dealers. 
Probably there was no greater delay 
in this respect than usual. However, 
it was noticeable that more than the 
ordinary share of late orders were 
for the higher-priced holiday items. 
Toys figured rather heavily in the 
last-minute holiday demand. Such 
merchandise, as a rule, and this year, 
particularly, does not move early in 
the season. Often it has to wait for 
the Christmas-spirit to intensify. 


TREND OF DEMAND 


Nevertheless, the volume done on 
substantially priced items has been 
impressive, considering the changes 
for a real slump. It is estimated that 
the holiday movement of bicycles was 
fully as good as it was a year ago. 
Since they retail at an average of 
something like twenty-two dollars, it 
seems apparent that many families 
did not stint themselves on their 
Christmas buying. Midget radio sets, 
reselling at thirty-five dollars and up- 
ward, have also exemplified the same 
tendency. They have been a con- 
spicuously active factor in the move- 
ment of holiday merchandise. 


PRICE INFORMATION 


Price programs are governed by so 
many uncertain factors that any thing 
like certainty is out of the question. 

An instance becomes apparent in 
the present situation regarding the 
market on screen doors and window 
screens. One leading manufacturer 
in this line reminds his trade that 
1931 prices were issued early, before 
the knowledge of the advance on 
wire-cloth had become common prop- 
erty; hence screenmakers find them- 
selves in doubt as to whether they 
can continue to hold the low opening 





AT A GLANCE 


Holiday business proved 
better than many expected. 
Price firmness is said to be 
more necessary than rising 
prices to the ultimate upturn. 

* £ & 

It is believed that commod- 
ity prices are scraping along 
rock bottom. Last minute holi- 
day orders included a large 
share of quality merchandise. 


The Christmas demand for 
bicycles was as good as last 
year. Midget radio sets were 
also in excellent demand. 
Nail and wire prices appear to 
have firmed somewhat at a low 
price level. 

* * & 

Winter sporting goods have 
enjoyed a brisk demand. A 
new type of target trap has 
been placed on the market and 
is attracting the interest of the 
trade. 











figures. This expression seems tan- 
tamount to a warning that screen 
doors and window screens may soon 
be subject to an advance in quota- 
tions, probably moderate. Salesmen, 
of course, are soliciting futures in 
this field whose stability, at the fac- 
tory end, is so dependent, upon in- 
itial and early second orders from 
the retailer. ; 


NAILS AND WIRE 


Nails and wire may be similarly 
affected by latent activity. Market 
conditions, surely, are much healthier 
than they were a few weeks back 
and there are signs that this welcome 
tendency may be accentuated as 1931 
opens. Prices on nails and wire have 
steadied remarkably since the general 
issue of new factory schedules Dec. 
5. Doubtless this improvement is at- 
tributable to the widening recognition 
of the extremely low basis at which 
these schedules are figured. There 
can be no question as to the stiffen- 
ing trend. Carload sales to the larger 
retailers which, during November, 
were on a basis of $2 or less, Chi- 
cago, are now at a minimum of $2.05 
base. 


WINTER SPORTS GOODS 


Skiis have been moving exception- 
ally well, although the demand last 
December, in many instances, forged 
ahead of the supply. One of the ski 
factories shortly before Christmas 


Trade Sentiment Has Improved 
Christmas Volume Was Faitly Good 


reported itself behind on orders. 
Hockey sticks, pucks and skates have 
been brisk. Other winter sports goods, 
because of the prevalent ice and 
snow, have been brisk sellers. Manu- 
facturing enterprise, especially in the 
lines subject to frequent style 
changes, seems pretty well abreast of 
former standards. Few of the makers 
show much hesitancy in bringing out 
new models. One of the latter now 
on the market is an automatic, ther- 
mostat-controlled percolator. 


TRAP SHOOTING 


Local jobbers have just received a 
stock of the new target traps and 
special clay targets now being pro- 
duced by an ammunition company. 
Experienced wholesale buyers believe 
these will prove popular among all 
shooters interested in a practice or 
handy sport outfit. The traps retail 
at $17.50 and the special targets at 
$7.50 per thousand. Though the tar- 
gets handled by these newly intro- 
duced traps are shaped like disks and 
somewhat smaller than the standard 
clay targets, they provide a fair mark 
for a 410-gage or any larger shotgun. 
A handful of targets may be loaded 
at a time and trapped, at varying 
angles, quickly and effectively. 





Mail Order Houses Announce 
Lower Prices in 1931 Catalogs 


Both Montgomery Ward & Co. and 
Sears, Roebuck & Co. have announced 
substantial reductions in the prices 


“quoted in their midwinter catalogs. 


The reductions have a range from 6 
to 25 per cent, according to the state- 
ments of the firms. 

With reference to the lower prices, 
R. E. Wood, president of Sears, Roe- 
buck & Co., is quoted as having said: 

“We have reduced our prices so as 
to give the dollar the greatest buy- 
ing power possible,” he declared. “We 
believe this is an obligation on a com- 
pany such as Sears, and we feel we 
have met that obligation. We feel 
that this sale catalog reflects the abil- 
ity of the world’s largest distributors 
of merchandise to meet unusual ¢on- 
ditions of the market. Lowered basic 
commodity prices should mean, and 
do mean in this catalog, lowered prices 
to the consuming public.” 

Montgomery Ward & Co. announced 
that they had purchased large stocks 
of merchandise and made heavy com- 
mitments for the future. 

“The fact that we are again ex- 
tending the privilege of easy pay- 
ments on everything we sell, except 
groceries, is substantial proof of our 
faith in the future and in the ability 
of the public to meet its obligation,” 
an accompanying statement said. 
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CINCINNATI: 


(Cincinnati office of HARDWARE AGE) 
CINCINNATI, Dec. 30. 


HILE both wholesale and re- 
W «i hardware merchants in 

this district felt the usual in- 
crease in demand for holiday articles, 
the volume of business this year has 
not equalled that of last year. Stores 
throughout the city were thronged 
with customers and business appeared 
to be brisk, but the sales records 
failed to reveal the same buyer in- 
terest of last year. 


SEASONAL GOODS 


Other seasonal merchandise, while 
moving faster than during the other 
months of the year, shows the same 
trend as holiday goods. One excep- 
tion to this is anti-freeze compounds 
of all types. District jobbers report 
that business in these has been un- 
usually good, the foremost in the 
month’s orders being denatured al- 
cohol and Eveready Prestone. In 
fact, jobbers indicate that orders for 
this type of merchandise are far 
ahead of last year and indicatiohs are 
that business will continue to be good. 
This prediction is based on the fact 
that weather conditions for this 
period of the year so far have been 
unusually mild. 


STAPLE MERCHANDISE 


In vivid contrast to holiday and 
seasonal merchandise, has been the 
poor showing of staple articles. Of 
course, there has been some move- 
ment of shelf articles, but on the 
whole orders have been small and 
fairly infrequent. Consumers appear 
to be well stocked in this type of 
goods and are not interested in an- 
ticipating their needs for any length 
of time. 


TREND OF DEMAND 


Except for the items mentioned be- 
fore, there appears to be no marked 
trend toward any particular thing 
on the district hardware list. The 
cleavage of interest seems to be made 
on groups of merchandise rather than 
on specific items. 


PRICE REVISIONS 


Although the general price list has 
not been changed, adjustments have 
been made in quotations on nails and 
screws. Common wire nails have been 
reduced by local jobbers ten cents a 
keg, making the new quotation $2.50. 





AT A GLANCE 


Holiday volume was fair, 
but did not equal last year’s. 
Seasonal merchandise, with 
the single exception of anti- 
freeze solutions, is in moder- 
ate demand. 

* % & 

Staple goods have been in 
light demand. Orders for this 
type of merchandise as a rule 
are small and not numerous. 
The trend of the demand is 
for diversified items. 

* % & 

Wire nails are ten cents per 
keg lower. A ten per cent ad- 
vance becomes effective on 
screw prices the first of the 
year. Sales for the year are 
below the 1929 total. 

* 8 & 

Confidence continues to be 
voiced with regard to future 
prospects. Collections are 
slow. Some improvement is 
expected in building activity. 











A ten per cent increase in prices on 
screws will take effect on the first of 
the year. 


YEAR’S SALES VOLUME 


There is no question that the year’s 
business on the whole is noticeably 
below that of 1929. One or two 
months showed improvements when 
compared with the corresponding 
periods of the preceding year, but 
these were not sufficient to offset the 
general sluggishness of business 
throughout the remaining portions of 
the year. 


CONFIDENCE GROWS 


Despite the pessimistic tone of 
monthly balance sheets, the trade con- 
tinues to voice confidence in the fu- 
ture of the market. While no grand 
flourish of business revival compar- 
able to that of last year is expected, 
forecasts by district hardware jobbers 
and retailers indicate confidence in a 
slow but steady improvement in busi- 
ness this year. This is expected to 
set in about the latter part of Jan- 
uary and continue throughout the 
year as increased buying steadies the 
business acumen of the trade. 


Christmas Volume Disappoints 
Confidence Grows Over Prospects 


ae 


COLLECTIONS 


Wholesale collections continue to be 
tight. While district jobbers have ad- 
hered to a cautious policy in extending 
credit, the lack of sufficient money 
has for the most part restricted the 
quick payment of statements by even 
those who were deemed to be good 
credit risks. 

At the same time, money, while 
apparently plentiful in bank state- 
ments, does not appear to be circu- 
lating as freely as would be desired. 
This is probably due to the fact that 
the working man for the most part 
has little or no money to spend, since 
employment is scarce, and_ the 
wealthier citizen is conserving his 
capital to see which way the business 
cat will jump. Banks are cautious of 
loans and are pursuing very conserva- 
tive policies. 


EMPLOYMENT 


The employment situation shows no 
signs of immediate clearing. This is 
due entirely to the fact that business 
conditions generally are still bad and 
unless there is business there can be 
nothing for men to do. Local gov- 
ernmental agencies are working 
strenuously to alleviate suffering and 
to supply small jobs to keep at least 
a portion of the unemployed occupied 
at sufficient wages to chase the wolf 
from the door. In fact, local judges 
have contemplated excusing from 
jury service those who are regularly 
employed or have means to live and 
give jury assignments to those who 
are without work. . 

Looking at unemployment from the 
manufacturer’s side, production is 
naturally low. Factories are operat- 
ing on reduced schedules sufficient to 
satisfy the low demand. The holiday 
period is supplying a good opportu- 
nity, which is being seized by many, 
to close for more than the usual in- 
ventory period and thus reduce oper- 
ating costs as much as possible. 


BUILDING PROSPECTS 


The building industry is the only 
business offering any chance of aid- 
ing the present situation. Public 
works are being pressed, but of course 
governmental agencies cannot go be- 
yond their budgets and the legal re- 
striction on borrowing. Many 
projects, however, are under way and 
others are in contemplation. 
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TWIN CITIES: 


(Minneapolis office of HARDWARE AGE) 
MINNEAPOLIS, Dec. 30. 


HE weekly report of the Ninth 
I Federal Reserve Bank for the 
week ending Dec. 17 showed an 
increase of some ten million dollars 
over the previous week on bank check 
transactions, indicating that the last 
end of the month brought ‘a heavy 
wave of buying for the holidays. In 
the Twin Cities the streets were 
thronged with people who were at last 
fully into the buying rush for Christ- 
mas gifts. If the above figures are 
any indication of the general trend 
in this part of the country, the last 
month of the year will show some 
very fine totals in business transac- 
tions. 


HOLIDAY ACTIVITY 


The stores were kept open for sev- 
eral evenings to accommodate the 
buyers, and the evenings were seem- 
ingly as busy as the daytime hours, 
with stores well filled with shoppers 
up to closing time. While there was 
the usual demand for many of the 
cheaper items as gifts, there was evi- 
dent at the same time a desire to 
select useful and substanial articles, 





AT A GLANCE 


The last month of the year 
will show some very fine sales 
totals. Stores were kept apen 
evenings to accommodate holi- 
day shoppers. Bank check 
transactions showed an_ in- 
crease of some ten million dol- 
lars for the week ended 
Dec. 17. 

* % # 

Useful and substantial arti- 
cles were most popular for 
gift purposes. Radio sets were 
quite active. Skates were in 
excellent demand. 

* & # 

Marketing of live stock has 
been speeded up recently. 
Collections are considered 
fairly satisfactory in view of 
present conditions. 

* * % 

Improvement is expected 
during the new year. The 
general sentiment of the trade 
is optimistic. 











which was catered to by the stores. 
The tendency to buy substantial toys 
and other gifts has been growing the 
past few years. 


RADIO SETS ACTIVE 


Radios are quite evidently a fa- 
vorite in the holiday markets. While 
the sale of the smaller radios has 
made great inroads on the market, 
there is still a fair demand for the 
standard radio sets. Merchants have 
been promoting the sale of replace- 
ment tubes for the sets purchased in 
previous years with fairly good suc- 
cess. The offer of free tests for old 
tubes has been found a very useful 
expedient in the sale of new tubes. 


SKATES LIVELY 


Naturally, skates have held a big 
place in the holiday buying, and, as 


Cutting Prices—A Soliloquy 
(With apologies to Hamlet) 
To cut or not to cut. That is the question. 


Whether it is not better in the end 

To let the chap who knows not the worth 
Have the business at cut-throat prices, or 
To take up arms against his competition. 
And by opposing cut for cut, end it. 


To cut—and by cutting put the other cutter 


Out of business—’tis a consummation 
Devoutly to be wished. To cut—to slash, 
Perchance myself to get it in the neck— 


noted before, the tube skate with 
shoes attached have gained rapidly in 
public favor, and the great bulk of 
buying this year has been along this 
line. The detached skate has been 
relegated to the background, being 
purchased largely for only the smaller 
children, the beginners in this popu- 
lar winter sport. P 


GAINS IN TRADE 


As a further indication of the gains 
in trade, the Federal Reserve Bank 
reported a gain of some three and a 
half million dollars in Minneapolis 
alone. The gain mentioned above 
covers check transactions in seventeen 
of the leading cities of the district. 
The total gains over the entire terri- 
tory served by the Twin Cities will 





Aye—there’s the rub; for when one starts to meet 


December Sales Were Excellent 
Improvement Is in Prospect 


reach, without doubt, a very substan- 
tial figure. 


. AGRICULTURE 


Reports from over the territory in 
the Northwest indicate that the mar- 
keting of stocks, including hogs and 
cattle, has been speeded up in the past 
few weeks. This is partly due pos- 
sibly to shortage of feeds in some 
districts, although this part of the 
country is particularly well situated 
in that respect. Poultry for the holi- 
days has brought much better prices 
than at Thanksgiving time, as it is 
stated that Eastern buyers entered 
this market, and purchased large 
quantities of turkeys and other poul- 
try, bidding much higher than the 
going price a month or six weeks ago. 


COLLECTIONS 


During the past month special ef- 
forts have been made in collections, 
to bring the year to a close with as 
small outstanding balances as pos- 
sible. Collections have not shown 
much change in volume, and inquiry 
brings the answer that they are as 
good as may be expected under pres- 
ent conditions. Or that they are fair; 
as satisfactory as conditions will war- 
rant at present. 


BUSINESS PROSPECTS 


With the year’s business closed, all 
attention is being turned toward the 
new year, and the prospects for busi- 
ness. It is generally conceded that 
improvement will start with the early 
part of 1931, and that business will 
be on the upgrade for the next few 
years, showing a gradual improve- 
ment. Many improvements and con- 
struction projects are planned in this 
part of the country, which will be 
under way in the next few months, 
giving employment to hundreds of 
people. The general tone of condi- 
tions is optimistic, and indeed, this 
part of the country has little reason 
to be otherwise than optimistic. 


The other fellow’s prices, ’tis like as not 

He’s up against it good and hard. 

To cut and to slash is not to end the confusion. 
And the many evils the trade is pestered with. 
Nay, nay, Pauline, ’tis but the forerunner 


Of debt and mortgage such a course portends. 
’Tis well to get the prices the goods are worth, 
And not to be bluffed into selling them for what 
So-and-so will sell his for. 

Price-cutting doth appear unseemly. 


So-and-so will sell his goods for 


What his goods are worth, and who, ere long, 
By stress of making vain comparison 
’Twixt bank account and liabilities, 





Will make his exit from the business. 


—Anonymous. 
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BOSTON: 


(Boston office of HARDWARE AGE) 
Boston, Dec. 30. 


\ X YITH the Christmas holiday 
business out of the way, shelf 
hardware jobbers are devot- 
ing their time to house cleaning and 
to salesmen. This week stock will be 
taken and salesmen will be shown 
new goods, business policies will be 
explained to them, and instructions 
given as to credits and other less im- 
portant subjects. The retail dealer 
will be left largely to himself and 
his problems. 

Two days before Christmas there 
was an old-fashioned snowstorm such 
as the New England Retail Hard- 
ware Dealers Association experiences 
during its February convention here. 
As a result of the snow there was a 
belated retail rush for sleds, snow 
shovels and sidewalk cleaners, in ad- 
dition to some quickening in the de- 
mand for regular holiday goods from 
retailers who suddenly found them- 
selves without stock. The bang, 
whang and turmoil and confusion ex- 
perienced in former years a few days 
before Christmas were noticeably 
lacking, however. Jobbers say, how- 
ever, that all things considered, the 
holiday trade was as good as could be 
expected. 


KEEN COMPETITION 


Retail dealers, who long ago appre- 
ciated the keen competition existing 
business and revamped their parvicu- 
lar business to meet conditions, ap- 
parently did a normal Christmas 
trade. Those who apparently sat 
back without endeavoring to fight 
their competitors—the department 
store, the chain store and the drug 
store—did not do particularly well. 

The up-to-date retail hardware 
dealer not only advertised in local 
papers but in personal letters to resi- 
dents of his town and city, and in 
various other ways helped boost sales. 
The letters proved quite effective. 
Usually these letters contained a list 
of things carried by the retailer suit- 
able for boys and girls, suitable par- 
ticularly for boys, suitable particular- 
ly for girls, gifts for men and gifts 
for women, to say nothing of Christ- 
mass tree accessories. 

Care was taken to impress the pub- 
lic that goods were offered at prices 
for every purse; that the dealer would 





AT A GLANCE 


Retailers are interested in 
automobile tire prices. 
* % # 
Trade has by no means lost 
confidence in business. 
* 8 # 
Jobbers will have bargains 
to offer before long. 
e 8 # 
An old - fashioned snow 
storm stimulated sales in win- 
ter lines. 











not only deliver by truck merchandise 
offered, but would call for anything 
the purchaser might wish to return. 


TIRE PRICES 


Retail dealers are greatly interested 
in what Sears, Roebuck & Co. and 
Montgomery Ward & Co. have had to 
say about 1931 prices. Particular at- 
tention is focused on automobile tire 
prices, and the announcement that 
Sears, Roebuck & Co. for the first 
time is offering tires in pairs at a 
reduction from the individual tire 
price. That concern has announced 
it will sell its leading 29 x 4.40 tire 
at $4.80. Montgomery Ward & Co. 
offers a tire said to be as good as its 
competitors at $4.95, whereas last fall 
the same tire sold at $5.65 and a year 
ago at $5.79. If a pair of tires is 
purchased, they cost $9.58, or $4.79 
each. 

Other items carried by these two 
concerns are materially lower than 
they were a year ago, and retail hard- 
ware dealers evidently anticipated that 
new mid-winter prices quoted will 
bring about a new drive by 5c. and 
10c. and higher priced stores to lower 
their prices. It is because of this 
anticipated competition that retail 
dealers have been believing that hard- 
ware prices in general will be lower. 
Their cautiousness in purchasing reg- 
ular lines as well as holiday goods 
may be attributed in part, at least, 
to this feeling of price uncertainty. 


TRADE IS CONFIDENT 


Hardware dealers do not construe 
lower prices as detrimental to busi- 
ness, however. Most of them seem 
to feel lower prices will do a great 


Recent Snow Storm Aided Trade 


Confidence Grows in Future Prospects 


deal toward starting the public spend- 
ing money freely. As a matter of 
fact, the average retail dealer has 
a good deal of confidence in this coun- 
try and in the future. The impres- 
sion seems to be that we are at the 
end of the business depression cycle; 
that early in January we will witness 
a revival in New England industrial 
activities, which means more people 
will be employed, and in that case 
pessimistic public sentiment will evap- 
orate. 

Retailers believe that there will be 
a tremendous amount of construction, 
water system, road and bridge work 
done during the early months of 1931, 
and that State and municipality 
spendings will provide much work. 
Nobody is running away with the idea 
that we will have old time boom times 
in 1931, but general opinion seems 
to be there will be a slow yet grad- 
ual reconstruction of business. 


CREDIT SITUATION 


It is also felt, however, that there 
are still many factors to be ironed 
out before any real start can be ex- 
pected. New England has been re- 
markably free from bank failures and 
closings. Such institutions are now 
believed to be on a sound founda- 
tion, but they continue to exercise the 
greatest caution in making loans. It 
is also felt that the financial situa- 
tion so far as it relates to the stock 
market is healthier than it has been 
in months. 

It is intimated’ that quite a few re- 
tail hardware dealers are not in good 
financial standing, but as the field 
is somewhat overcrowded that per- 
haps some housecleaning in this di- 
rection might, in the end, be the best 
possible thing that could happen to 
the stronger hardware firms. 


NO PRICE CHANGES 


Jobbers, being engrossed as they 
are,’ have had little opportunity to 
revise prices if there are changes to 
be made, consequently they say there 
are no changes to report this week. 
They intimate that at the close of the 
present housecleaning process they 
undoubtedly will have some bargains 
to offer the retail trade, and it is sug- 
gested that perhaps the bargains will 
be mcre attractive than ever before. 
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NEW YORK: 


NEw YorRK, Dec. 30. 


ETROPOLITAN wholesalers 
M report that the last - minute 

rush for holiday merchandise 
failed to materialize in the propor- 
tions customary in former years. Most 
jobbers had expected considerable ac- 
tivity in fill-in orders during the few 
days preceding Christmas, as they felt 
certain that the low state of dealer 
stocks would result in many replen- 
ishment orders. However, from all 
indications, the consumer demand also 
disappointed the retailers, as late ac- 
tivity was moderate in character, and 
although orders were fairly numerous 
they were for small quantities. Scarce- 
ly any shortages of holiday merchan- 
dise were reported. During the past 
week jobbers have concentrated sales 
effort largely on spring merchandise 
for future delivery. 


SNOW WAS AID 


The first snowfall of any conse- 
quence so far this winter served to 
stimulate activity in snow shovels, 
scoops, pushers and scrapers and gave 
impetus to the holiday demand for 
sleds, skiis and winter sports equip- 
ment. Seasonal goods have only been 
in moderate demand due to the mild 
weather which has prevailed and ac- 
celerated by recent snow and with 
prospects for colder weather ahead, 
increased activity is anticipated in 
many winter lines. 


TRADE CONDITIONS 


The closing of two local banks has 
served to further restrict trade, al- 
though it is said that few hardware 
dealers were directly affected through 
having accounts in either of the two 
defunct institutions. The handicap is 
primarily apparent in a more cautious 
attitude and increased reluctance to- 
ward making any large commitments. 


ELECTRICAL APPLIANCES 


While the holiday demand for elec- 
trical appliances was considered fair- 
ly satisfactory, items retailing under 
$5 were in most active demand. Dis- 
tributors for some manufacturers of 
quality toasters, percolators and 
waffle irons declare their sales volume 
this year equaled that of a year ago, 
but the majority declared 1930 holi- 
day sales fell from 10 to 15 per cent 
below the 1929 level. 


CONTRACT RATE INCREASES 


New construction contracts awarded 
in the metropolitan area of New 





AT A GLANCE * 


Jobbers report that the last- 
minute rush for holiday goods 
was not as pronounced as 


usual. Few shortages of 
Christmas merchandise were 
reported. 

* 8 & 


Annual sales meetings and 
inventory have occupied the 
attention of wholesalers since 
Christmas. Sales effort is be- 
ing concentrated on spring 
lines for future delivery. 

* & & 


The first heavy snow served 
to stimulate business in snow 
tools, sleds, etc. New con- 
struction contracts in the met- 
ropolitan area have shown an 
increase over the previous 
month. 

* 8 & 

Another advance has regis- 
tered in raw copper quota- 
tions. No important price 
changes recently have become 
effective. Numerous minor 
revisions are expected in 1931 
price lists. 











York during the week from Dec. 13 
to 19 totaled $26,726,900, bringing the 
month’s aggregate to $43,979,400, ac- 
cording to the F. W. Dodge Corpora- 
tion. The contract rate this month is 
$2,587,000 a business day, as compared 
with $2,465,300 last month and $4,243,- 
600 in December, 1929. 

The contract record for the first 
seventeen business days of December 
shows $21,672,200 for new residential 
buildings, $15,462,400 for non-residen- 
tial buildings and $6,844,800 for public 
works and utilities. 

For the year to date contracts 
awarded totaled $1,020,280,800, as 
against $1,218,701,200 for the cor- 
responding period ended Dec. 20, 1929. 

Governmental construction projects 
which are planned as a relief measure 
for unemployment, together with the 
increased activity which has been pre- 
dicted in residential construction, are 
expected to result in a better demand 
in the near future for builders’ hard- 
ware, contractors’ supplies and tools. 


Wholesalers Concentrate on Spring Lines 


Holiday Sales Volume Was Only Fair 


GARDEN TOOLS 


The ‘special offer which has been 
made by one of the leading manufac- 
turers of garden tools, as an induce- 
ment for placing advance orders for 
later delivery, will be withdrawn on 
Dec. 31. This has served to accel- 
erate future orders in this line since 
Christmas. Interest is fairly keen in 
wire screen, which is being booked for 
later delivery in a moderate volume. 


COPPER AGAIN FIRMS 


Raw copper quotations, after con- 
siderable fluctuation, have firmed dur- 
ing the past week until the domestic 
price on the raw metal is now between 
10%c. and 10%c. The higher figure 
seems to be more nearly correct, as 
custom smelters indicate that the 
10%c. will be recognized. The ex- 
port price was unchanged at 10.55c., 
c.i.f. European ports. 


THE PRICE TENDENCY 


Although no important price revi- 
sions have recently become effective, 
numerous minor readjustments are ex- 
pected to be shown when manufac- 
turers issue their 1931 price lists to 
the trade. . The trend for the most 
part is toward easier quotations, but 
there are exceptions to this rule and 
advances appear likely in some lines 
due to the higher price of the raw ma- 
terials, Fewer concessions are being 
granted on staple lines than was the 
case a monthor so ago. 


THE NEW YEAR 


Sentiment is varied with respect to 
the prospects for the new year. Con- 
siderable improvement must be made 
in basic and general conditions before 
normal trade activity can be ex- 
pected, seems to be the general cur- 
rent opinion. Others, more optimistic, 
express the belief that after the first 
quarter of the coming year a definite 
improvement will be noticeable. The 
latter base their belief on the recent 
statements of leading economists, who 
have asserted that the depression has 
run its course, and that steady im- 
provement may be expected. 


THE CREDIT SITUATION 


Wholesalers who have used caution 
in granting credit say that collections 
have held up exceptionally well in 
view of conditions. Dealers, on the 
other hand, have not been so fortu- 
nate in being able to collect their out- 
standing accounts. 
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ATLANTA: 


wholesalers during the past two weeks. 


‘ J ERY little change is noted in the business situation with local hardware 
dealers’ attention is now turned to inventories, and with completion of 


(Atlanta office of HARDWARE AGE) 
ATLANTA, Dec. 30. 


these things are expected to show a general improvement. 


The general attitude of dealers is optimistic, and everything points to a 
Idle factories in this territory are resuming operation—this es- 
pecially applying to textile mills, which give work to thousands of the unem- 
ployed. Quoting a statement made by Eugene R. Black, Governor of the Fed- 
eral Reserve Bank in this district, “The banks of the South have resources of 
There should be confidence that fundamen- 
tally our banking situation is sound, and with our agriculture, our industry and 
our banking resources, there should be no uneasiness as to our general situation. 
Our industries are on a sound basis, and their products yield a cash return 
twice as large as our agricultural products.” 


better 1931. 


approximately ten billion doliars. 


Mr. Black further stated, 


problem of unemployment is probably less acute than in any other section.” 


No important price changes have been noted at this reporting, and jobbers 


report collections as being slow. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 


RETAILERS, F.O.B. ATLANTA, GA. 


BACK BANDS. 

No. 79, $2.75 per doz.; No. R-19, 
$2.00 per doz.; Humane, $4.00 per 
doz.; No. 24, $5.00 per doz.; No. 600, 
$4.00 per doz. 

BACK BAND WEBBING. 

No. 0-4 in., $4.00 per 100 ft. roll; 

No. 0-5 in., $5.00 per 100 ft. roll. 


BARB WIRE. 


2 point cattle ........ Vscauan one 
2 point NOW ...cvcesecvowcsccses 2.65 
4 point cattle . ; 

4 point hog ... 


BATTERIES. m 
Ever-ready, No. 705, 19%c. 





each; 
No. 790, 18c. each; No. "791, 18c. each; 


No. 935 and No. 950 unit cells, 614c. 
each. 


Ray-O-Vac, No. 231, 19%c. each; 
No. 221, 13c. each, No. 121, 13c. each; 
No. 1 and No. 2 unit cells, 6%4c. 
each. 


BOLTS AND NUTS. 
Carriage and machine bolts, list less 
60 per cent. Stove bolts list less 70 
per cent. Hot and cold pressed nuts, 
list less 50 per cent. 
BROOMS. 
No. 26, 5 string heavy, $6.00 doz.; 
No. 22, 4 string, $4.50 doz. Split 
rattan 14 in. push broom with han- 
dles, $7.50 doz. 


BUSH HOOKS. 


Bloods Axe.—Handled, $15.00 per 
doz. 
CHAIN. 
No. 110, 5/16 x 14 ft. log chains 


with hook and ring, $2.25 each; No. 
110, % x 14 ft. log chains with hook 
and ring, $3.00 each; No. 110, 4% x 14 
ft. log chains with hook and ring, 
$5.00 each. 

7-8-2 trace chains, 62c. per pr.; 
7-8-1 trace chains, 72c. per pr.; 8-10-0 
trace chains, $1.32 per pr. 

No. 1-20 ft. tie out chains, $4.00 
per doz.; No. 0-30 ft. tie out chains, 
$6.00 per doz. 

2/0 ‘tenso well chain, $4.50 per 250 


ft. reel; 2/0 tenso well chain, $9.00 
per 500 "tt. reel. 
CLOCKS. 


Big and Bay Ben, plain, $2.29 egrh: 
Big and Baby Ben, luminus, $3.1 
each; Big and Baby Ben, Deux 
lain dial” $2.64 each; America plain, 
1.05 each: Pocket Ben watches, plain, 
$1.05 each; Pocket Ben watches, 
a $1. 58 each. 


CORN POPPERS. 
No. 1-C, $1.25 per doz.; No. 1-CR, 
$1.35 per doz.; No. 3-MB, $3.00 per 


doz.; No. 4-S, $4.00 per doz. 





COTTON COLLARS. 


Old Beck, $6.00 per doz.; Lankford, 
$10.00 per doz.; Lankford, Jr., $8.00 
per doz.; Samson, $13.20 per doz. 


DRAG SCRAPES. 


No. 1 with runners, $7.50 each; No. 
2 with runners, $7.25 each; No. 3 
with runners, $6.50 each. 


FENCE WIRE. 


Per 10 
Rod Roll 
No. 2048 Light poultry......... $4.1 
No. 2360 Light poultry......... 4.6 
No. 2672 Light poultry......... 5.50 
No. 1948 Poultry and rabbit 
TET ER ysis scarce spans 
No. 2158 Poultry and rabbit 
Se AME © fog hc 0.5. CAURMES — 
58 in. Diamond lawn............ 50 
oe. 100 Ft. 
36 in. double loop lawn....... $11.37 
48 in. double loop lawn....... 14.93 
FENCE POSTS. 
Each 
6% ft. banner painted line with 
BUCHO? PIRES 6506 vic ws $0.43 
7% ft. banner painted line with 
SOCHOP -PIACOD ..... 6 ccsinsic. 0.48 
8 ft. banner painted line with 
anchor plates ........... 0.53 


7% ft. galvanized tubular end.. 3.50 
8 . galvanized tubular end.. 3.70 
7% ft. galvanized tubular corner ‘4.90 
8 ft. galvanized tubular corner 5.25 


FENCE GATES. 


~s 
o 


Each 
3% ft. 36 in. ornamental top 
eer $4.50 
3% ft. 42 in. ornamental top 
Wi; BREED. aK sics sewegabcasss 
10 ft. 36 in. ornamental top 


single drive gatesS......ssves. 
in. ornamental top 
single GFIVS’ GAtOS 06 6 HS. 9.50 


FILES. 


First quality, list less 50 per cent; 
private brands, less 60-10 per cent. 
Second quality, less 75 per cent. 


FORKS. 

YSALD, 4 tine spading, $13.75 per 
doz.; ZSATD, 4 tine spading, $11.00 
per doz.; ZS, 4 tine manure forks, 
$10.80 per doz.; ZS, 5 tine manure 
forks, $12.50 *per doz.; ZS, 6 tine 
manure forks, $14.65 per doz.; SCS, 
10 tine cotton seed, $25.95 per doz. 


GALVANIZED WARE. 


Water Pails 
Per Doz 
RS a arr ee 1.98 
Wt a ad ois awe sos weldee eee me 2.24 
MMR 5 a Chi diy hs did o's d «nace 2.46 
MPM "8.44 oe alhenio ed v:9 0210, toaeeporess ie 2.76 
Mavic boy sehen ¥sc6-5ace commas 3.34 


With holiday buying at an end, 


“Our 





Situation Is Little Changed 
No Major Price Changes Effective 


Wash Tubs 
Per Doz 
Re is acs ook eimaigaleiowcasee 3.80 
y EE 2 Ea AE, SPRAIN rere nat 4.70 
kes evan cie vis: klne we eee aiele a eee 5.80 
a a eee ay en eace es 6.50 
DN tc rcaca va ene od cea cies 7.60 
Oil Cans 
Per Doz 
TT Oe Te en ae $3.00 
See co oi crea eelaw en eaepeecawkes. os 7.50 


GLASS CUTTERS. 
No. 024 Red Devil, 
Lenox, $1.50 per doz. 


$1.50 per doz. 


MATTOCKS. 

4 and 5 lb. Short Cutter, $8.50 per 

doz.; 6 lb. Long Cutter, $9.00 per doz. 
HAMES. 

No. 61 Lone Star, $16.00 per doz. 
pairs; No. 161 Lone Star, $12.50 per 
doz. pairs. 

HOES. 


6-in. regular cotton, with 4-ft. 
handle, $6.85 per doz.; 7-in. regular 
cotton, with 5-ft. handle, $8.05 per 
doz.; 8-in. regular cotton, with 5-ft. 
handle, $8.75 per doz.; 6-in. light cot- 
ton, with 4%-ft. handle, $6.50 per 
doz.; 7T-in. light cotton, with 5-ft. 
handle, $7.70 per doz.; 8-in. light cot- 
ton, with 5-ft. handle, $8.40 per doz.; 
6%-in. st. shank cotton, with 41%4-ft. 
handle, $7.20 per doz.; 7-in. st. shank 
cotton, with 5-ft. handle, $8.05 per 
doz.; 8-in. st. shank cotton, with 5-ft. 


handle, $8.75 per doz. 
MOPS. 
Per Doz. 
We CORI 5 65 bccn a hase $4.50 
Sepa, MII a5 3a s'id dno ee ne Wises 5.50 
BO OR COCEO foc gc ccccarcsenties 8.50 
POTATO HOOKS. 
Per Doz 
Pe a Oe ee $9.10 
Lp 98S 5 ere 11.50 
i DA ee PE Ae ae . 12.40 
BES CP ata WRN So cc vic tee bene yn 11.10 
ROOFING. 


1-ply, smooth surface, 87c. per roll; 
2-ply, smooth surface, $1.09 per roll; 
3-ply, smooth surface, $1.31 per roll. 


Slate surface, red and green, $1.75 
per roll. 
NAILS. 
Nails, $2.85 base. Polished barb 
wire staples, $3.75 per keg. Galvan- 


ized poultry netting staples, $6.00 per 
keg. 
ROPE (COTTON). 
20 to 26 cents per Ib. 36 ft. cut 
plow lines, 22 cents per pr. 


SCYTHES. 


Kelly’s brier Edge weed and bush 
scythes, $13.50 per doz. 


STOVE PIPE. 

Stove Pipe.—Smith multi- bine: 29 
gage, polished in blue, 5 in. 2.25 
per 100 joints; 5% in. and 6 in., $13.00 
per 100 joints. 

Elbows. —5 in. piece, corrugated, 
$1.35 per doz.; 6 in. piece, corrugated, 
$1.50 per doz.; 7 in. piece, corrugated, 
$2.00 per doz. 


TINNERS’ SNIPS. 


Each 
a aAEe CHOMOONE 6 oc ik cc cccccce $1.00 
WeGis CHOMGERE 2.05.0 ccdscce 1.25 


TOOL GRINDERS. 
Luther, No. 25, $3. 7 each; Luther, 
No. 26, $4.00 each; Luther, No. 27, 
$5.00 each. 


TRAPS. 
No. 0 Victor Game, $1.10 per doz. 
No. 1 Victor Game, $1.38 per doz. 
No. 1% Victor Game, $2.44 per doz. 
No. 2 Victor Game, $3.36 per doz. 
No. 3 Victor Game, $5.49 per doz. 
Mouse traps (Victor), 25c. per doz. 
Rat traps (Victor), 90c. per doz. 
WHEELBARROWS. 
No. 5 with wood tray, $3.00 each; 
No. 201-A with steel tray, $3.75 each; 
No. 4-S tubular tray, $6.00 each. 
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Coming Hardware Conventions 


ARKANSAS RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Hotel Marion, Little Rock, May, 1931; exact dates 
to be decided later. L. P. Biggs, secretary, 815 Southern 
Trust Building, Little Rock. 

CALIFORNIA RETAIL HARDWARE AND IMPLEMENT ASSO- 
CIATION CONVENTION AND EXHIBITION, Hotel Whitcomb 
(Roof Garden), San Francisco, Feb. 17, 18, 19, 1931. 
LeRoy Smith, secretary, 112 Market St., San Francisco. 

CAROLINAS HARDWARE ASSOCIATION CONVENTION, 
Greensboro, N. C., June 9, 10, 11, 1931. Arthur 
R. Craig, secretary, 804-806 Commercial Bank Building, 
Charlotte, N. C. 

CONNECTICUT HARDWARE ASSOCIATION CONVENTION, 
Taft Hotel, New Haven, Feb. 19, 20, 1931. Chas. R. 
Freeman, secretary, Branford. 

IDAHO RETAIL HARDWARE AND IMPLEMENT DEALERS’ 
ASSOCIATION CONVENTION, Boise, Jan. 27, 28, 29, 1931. 
Headquarters, Owhyee Hotel. E. E. Lucas, secretary, 
Hutton Building, Spokane, Wash. 

ILLINOIS RETAIL HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Hotel Sherman, Chicago, Feb. 10, 11, 
12, 1931. Paul M. Mulliken, Managing Director, 14-16 
North Spring St., Elgin. R. Y. Wallace, Director of 
Exhibits, Elgin. 

INDIANA RETAIL HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Manufacturers’ Building at the 
Indiana State Fair Grounds, Indianapolis, Jan. 27, 28, 
29, 30, 1931. Hotel headquarters, Claypool Hotel. G. F. 
Sheely, secretary, 911 Meyer-Kiser Bank Building, 
Indianapolis. 

IowA RETAIL HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Des Moines, Feb. 10, 11, 12, 18, 1931. 
Convention sessions at the Hotel Savery; Hardware Ex- 
hibition at Des Moines Coliseum. A. R. Sale, secretary, 
Hardware Building, Mason City. 

KENTUCKY HARDWARE AND IMPLEMENT ASSOCIATION 
CONVENTION AND EXHIBIT, Brown Hotel, Louisville, 
Jan. 20, 21, 22, 28, 19381. J. M. Stone, secretary- 
treasurer, Room 308, Republic Building, Louisville. 

MICHIGAN RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, Grand Rapids, Feb. 3, 4, 5, 6, 
1931. Headquarters, Hotel Pantlind. Exhibition at 
Waters-Klingman Exhibition Building. A. J. Scott, 
secretary, Marine City. Karl S. Judson, Exhibit Man- 
ager, 248 Morris Ave., Grand Rapids. 

MINNESOTA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Feb. 17, 18, 19, 20, 1981; Municipal Auditorium, 
Minneapolis. Charles H. Casey, manager-treasurer, 
2344 Nicollet Ave., Minneapolis. 

MISSISSIPPI RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Buena Vista Hotel, Biloxi, June 15, 16, 17, 1931. 
Guy Nason, secretary, Starkville. 

MISSOURI RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, New Jefferson Hotel, St. Louis, 
Feb. 24, 25, 26, 1981. F. X. Becherer, secretary, 5106 
North Broadway, St. Louis. 

MONTANA IMPLEMENT AND HARDWARE ASSOCIATION 
CONVENTION, Great Falls, Mont., Feb. 12, 18, 14, 1931 
A. C. Talmage, secretary-treasurer, Bozeman. 


MOUNTAIN STATES HARDWARE AND IMPLEMENT ASSO- 
CIATION CONVENTION, Denver, Colo., Jan. 19, 20, 21, 
1931. John T. Bartlett, secretary, 2005 Mapleton Ave., 
Boulder, Colo. 

NATIONAL ELECTRIC LIGHT ASSOCIATION CONVENTION 
AND EXHIBITION, Atlantic City Auditorium and Con- 
vention Hall, Atlantic City, N. J., June 8, 9, 10, 11, 12, 
1931. A. Jackson Marshall, secretary, 420 Lexington 
Ave., New York City. 

NATIONAL HOUSE FURNISHING MANUFACTURERS’ ASSO- 
CIATION EXHIBITION, Stevens Hotel, Chicago, IIl., Jan. 
11-17, 1981. Warren Edwards, secretary, 308 West 
Washington St., Chicago, Ill. 

NEBRASKA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, University Coliseum, Lincoln, 
Jan. 27, 28, 29, 830, 1981. Headquarters, Lincoln Hotel. 
Geo. H. Dietz, secretary, 414-419 Little Building, 
Lincoln. 

NEw ENGLAND RETAIL HARDWARE DEALERS ASSO- 
CIATION CONVENTION AND EXHIBITION, Boston, Feb. 
25, 26 and 27, 1931. Convention at Paul Revere Hall, 
Exhibition at Mechanics Building. George A. Fiel, 
secretary, 80 Federal St., Boston, Mass. 

NEw YoRK STATE RETAIL HARDWARE ASSOCIATION 
CONVENTION AND EXPOSITION, Rochester, Feb. 17, 18, 
19, 20, 1931. Headquarters, Hotel Seneca. Sessions 
and Exposition at Edgerton Park, John B. Foley, sec- 
retary, 510 Hills Building, Syracuse. Martin Van 
Dussen, Manager of Exposition, 286 North St., Roches- 
ter. 

NorTH DAKOTA RETAIL HARDWARE ASSOCIATION CON- 
VENTION AND EXHIBITION, Minot, Feb. 10, 11, 12, 1981. 
C. N. Barnes, secretary, Grand Forks. 

OHIO HARDWARE ASSOCIATION CONVENTION AND 
EXHIBITION, Cleveland, Feb. 17, 18, 19, 20, 1931. Head- 
quarters, Hotel Cleveland. Exhibition in Public Audi- 
torium Annex. James B. Carson, secretary, 708 Mutual 
Home Building, Dayton. . 

OKLAHOMA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Masonic Temple, Oklahoma City, Jan. 27, 28, 29, 
1981. Charles F. Nelson, secretary, 207-208 Bloom- 
field Building, Oklahoma City. 

OREGON RETAIL HARDWARE & IMPLEMENT DEALERS’ 
ASSOCIATION CONVENTION, Portland, Feb. 10, 11, 12, 
1981. Headquarters Multnomah Hotel. E. E. Lucas, 
secretary, Hutton Building, Spokane, Wash. 

PACIFIC NORTHWEST HARDWARE & IMPLEMENT ASSO- 
CIATION CONVENTION, Spokane, Wash., Feb. 4, 5, 6, 1931. 
Headquarters Davenport Hotel. E. E. Lucas, secre- 
tary, Hutton Building, Spokane, Wash. 

PENNSYLVANIA AND ATLANTIC SBABOARD HARDWARE 
ASSOCIATION, INC., CONVENTION AND EXHIBITION, Com- 
mercial Museum, Philadelphia, Feb. 10, 11, 12, 13, 1931. 
W. Glenn Pearce, secretary-treasurer, 610 Wesley 
Building, Philadelphia. 

SOUTHERN CALIFORNIA RETAIL HARDWARE ASSOCIA- 
TION CONVENTION AND EXHIBITION, Feb. 24, 25, 26, 1931, 
Ambassador Hotel Auditorium, Los Angeles. J. V. 
Guilfoyle, secretary, 420 E. 8th St., Los Angeles. 

(Continued on page 66) 
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WEEKLY LETTER. 


THE ONLY SHOT THAT COUNTS !S THE SHOT THAT HITS 














The Sportsman— 
The Gun Endorsed 
by Conservationists 









The shotgun with the 
strongest backing in Ameriea 


Two powerful organizations of sportsmen citizens you want among your customers. 
and conservationists have publicly endorsed As ‘‘The Sportsman” made by Remington 
shotguns that cannot be fired more than fits the description quoted from these reso- 
three times without reloading. The Izaak lutions there is no doubt as to the gun that 
Walton League of America passed a resolu- was meant. 

tion stating: —“We especially commend 
such steps as a recently announced small- It will be good sales strategy to stock 
hore shotgun which cannot be fired more and display “The Sportsman.” There is 
than three times without reloading ...... » nothing you can do at this time that will 
The identical wording was used in a reso- bring you as much good will from a large 
lution passed by the Seventeenth American body of shooters. Your jobber’s salesman 
Game Conference held in New York De- Will make it easy for you. That’s what he’s 
cember 1 and 2. This was quoted in full in business for and he’s on the job. 

in the December 11 issue of “Hardware 

Age” in an article entitled “The American xf H( r Ze 

Game Conference Favors Guns That Fire ‘ ° 

Not More Than Three Shots At One Load- President 
ing.” Wide publicity has been given to 
both these resolutions. 





‘ : The Greatest Value Ever Offered— 
You know the wide influence of these The Remington Standard American 
organizations. There are members in Dollar Pocket Knife 


your community. They are the kind of 











REMINGTON ARMS COMPANY, Inc. 


Originators of Kleanbore Ammunition 


25 Broadway, New York City Telephone Digby 4-0766 


Manufacturers of Arms, Ammunition, Cutlery and Cash Registers 


© 1931, R. A. Co. i 
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MID: TATE Soin 


the way to PROFITABLE 
FENCE BUSINESS 


Mip-sTATES BRANDS HAVE 
BEEN FAVORITES FOR MORE 
THAN 20 YEARS ... all over the 
country progressive young farmers 
are buying the brands of Mid- 
States fence their fathers bought 
before them... 
ADRIAN STIFF STAY 
STAR STIFF STAY 
BEN HUR WRAP STAY 
. . . these have always meant profit 
for the dealers who sold them, and 
their popularity is now enhanced by 
the fact that they are made of 
ZINC-BLENDED WIRE* 

Wire made by this process has 20 

to 30 EXTRA pounds of protective 

zinc BLENDED to each ton of cop- 

per-bearing steel wire. Patented 

features of the process make this 

extra-heavy coating possible by 

blending the zinc to the steel so 

that it cannot chip or crack off. 

The thick coating of zinc is so 

treated that it forms an actual alloy 

with the steel where the two are 

in contact. ZINC-BLENDED Wire 

Fence will outlast fence made by 

the old galvanizing process two or 

three to one. 


MID-STATES dealers everywhere 
are getting more than their share 
of fence business and a Mid-States 
franchise is considered a valuable 
property. You, too, can sell Mid- 
States Fence profitably. 
Write for information on open ter- 
ritory and the Mid-States merchan- 
dising plan . . . Mid-States also 
manufactures gates, lawn fence, 
oultry fence, steel posts, barb wire, 
Las ties, nails and staples, plain 
wire and metal roofing. 


*(ZINC-BLENDED Wire is produced 
by the GALVANNEALING Process 
under License Arrangement.) 

The Mid-States Steel and Wire Co. 
is a merger of the Adrian Wire 
Fence Co., Adrian, Mich.; the Dwig- 
gins Wire Fence Co., Anderson, 
lind., and the Crawfordsville Wire 
and Nail. Co., Crawfordsville, Ind. 


MID- STATES 
J TEEL ond WIRE Co. 


CRAWFORD/ VILLE, IND. 




















Calling the Turn in Business 


(Continued from page 30) 


pocket book that is holding us 
back. Most of our authorities 
agree tat the state of mind is 
much more résponsible for present 
conditions than is the state of 
money. 


The responsibility for revivify- 
ing the American will to buy does 
not rest upon the consumer. He 
is a buyer, not a seller. We can- 
not win prosperity back by pass- 
ing the hat to the public with an 
appeal to “buy more.” 


The obligation of thawing out 
the frozen books and thus bring- 
ing the upturn, rests squarely 
upon the shoulders of organized 
business and industry. It is not 
a buying job, it is a selling job. 


Never yet has there been a re- 
sistance sufficiently great as to 
withstand a properly directed 
force of sufficient magnitude. This 
law of natural science applies 
truthfully to selling. Those who 
have made practical application of 
it in their own businesses are not 
suffering from the depression. 


Are you shaping the force of 
your selling to meet the present 
day buying apathy? Are you ad- 
vertising more extensively and in- 
telligently than ever before? Are 
you utilizing, to the fullest degree, 


all of the effective avenues of sales 
promotion that lead to the pocket 
books of your possible customers? 
Or have you curtailed your sales 
efforts and expenditures with the 
expectation of withholding your 
drive until prosperity is “just 
around the corner”? 


There is one call that prosperity 
always heeds, and that is the 
clarion call of superior salesman- 
ship—a serviceable product, sold 
in a better way. 


“When will business pick up?” 
When you and I pick it up. Not 
before. Prosperity is the result 
of individual as well as collective 
push. Those who sit back and 
wait for it to come are not likely 
to recognize it when it arrives. 


“By what signs will you be able 
to foresee the coming of the up- 
turn?” For your business and for 
all business, the upturn will be in 
sight when you realize the truth 
that American consuming power is 
still intact, and knowing this re- 
solves to intensify your sales ef- 
fort to the point that will tap it. 


In your own business and in all 
lines of business and industry, 
there are those who have already 
realized this truth, and for whom, 
in consequence, the depression is 
now past history. 





Anti-Steel Trap Laws 


(Continued from page 43) 


and predatory animals. Many States 
encourage trappers by offering boun- 
ties for the hides of the more relent- 
less predators. Pennsylvania, last 
year, paid bounties on more than 
sixty thousand weasels, the great ma- 
jority of which were taken in steel 
traps. 

“It has been alleged that fox hunt- 
ers strongly supported this bill, with 
the purpose of protecting foxes, so 
that they could enjoy their sport at 
the expense of the trappers. Ac- 
cording to reports, many farmers 
plan to retaliate by posting their land 
against hunters. 

“The bill is a severe blow to the 
trapper, who is not organized to fight 
his cause and has no means to combat 
this reduction of his earning power. 
It is, however, also a blow to the 
wholesale and retail hardware trade 
who sell traps to provide many of 
their best customers with a means 


of increasing their buying power.” 
Analyzing the conditions he believes 
stimulated such legislation, particu- 
larly in South Carolina, A. E. Kins- 
ley, Game Trap Dept., Norwich Wire 
Works, Inc., Norwich, N. Y., states: 
“The State of South Carolina 
passed a law two or three years ago 
making it a criminal offense to have 
in one’s possession a steel trap. This 
was brought about by a few sports- 
men who like to ride to hounds and 
who occasionally had some of their 
dogs caught in traps. These few 
went to the Anti-Trapping League 
and interested them in the prohibit- 
ing the use of game traps in the 
State. Before the jobber and re- 
tailer realized it, this bill was en- 
acted into a law, and the result was 
the fact that in the State the country 
boy was deprived of about one mil- 
lion dollars annually in the sale of 
furs and the retailer and jobber de- 
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prived of legitimate profits of supply- 
ing these boys with trapping ‘utensils. 
Still, as you will find in the Massa- 
chusetts law, there has been nothing 
said against the dogging of foxes or 
the shooting and maiming of other 
animals in the State. If there was 
any sincerity of purpose on the part 
of the majority of the people in the 
State of Massachusetts when they 
cast their ballot, they would make 
it a misdemeanor at least to have on 
sale or allow to be sold any garment, 
trimmings or other apparel made 
from furs caught in steel traps, as 
their law positively prohibits the 
taking of these animals except by 
traps that kill instantly or that 


catches the animal alive. Such de- 
vices as you know are not capable 
of catching enough furs to pay the 
trapper or farmer boy to consider 
spending any of his time in this oc- 
cupation. 

“I believe every hardware and gen- 
eral store in this country should know 
what the Anti-Trapping League is 
attempting to put over, and if they 
did, we would have a showdown in 
the very near future on this matter.” 

The full text of the Massachusetts 
law is shown in a bulletin, “Official 
Information to Voters, State Election, 
Nov. 4, 1930,” available upon request 
from Frederic W. Cook, Secretary of 
the Commonwealth, Boston, Mass. 





—=IN THE WEEK'S MAIL= 


Unbalanced Stocks 


WHEELING, W. Va.—I have been 
interested in your article, “Is the 
Hardware Trade Losing Business 
Through Unbalanced Stocks?” 

First of all it seems that your 
banker friend asked the question and 
then promptly proceeded to answer 
it with an air of finality that might 
indicate an Arthur Brisbane or a 
Marc Rose. He makes it all inclu- 
sive by taking in both wholesale and 
retail outlets. I don’t know how wide 
a horizon this particular chap takes 
in, but I can tell him @& little some- 
thing about a smaller speck on the 
earth where his statement would not 
conform to facts. 

There is a measure of truth in 
what he says about some retail deal- 
ers and in possibly a few isolated 
cases some jobbing houses, but it has 
been my observation that it would 
not be the rule but the exception. It 
has been the part of wisdom to reduce 
the volume of stock carried to keep 
it in line with the demands of the 
public. I know of a number of job- 
bing houses where their back orders 
any more are almost nil and yet those 
houses are operating on a reduced 
stock for the very good reason that 
they are doing a reduced volume of 
business. 

I happen to know a number of cases 
where the stock has been reduced by 
ordering smaller quantities—still pre- 
serving good assortments. What is 
more, I make it my business to get 
into retail shops not once or twice a 
year, but at very frequent intervals 
year in and year out, and to per- 
sonally observe the customers who are 
not supplied with what they came in 
for. 

Naturally at a time like this there 
are more or less calls for small lous, 
sometimes odd articles and in a great 
number of instances repair parts. 
Well now I don’t know that a job- 
bing house or a retail establishment 


should be criticised for not having 
all the parts that might be wanted for 
a stove or a coal range that a woman 
had in use for ten or fifteen years 
and that she was now fixing up 
rather than to invest in a new one. 
To be unable to give her that on the 
spur of the moment does not, to my 
mind, carry the thought that the lo- 
cal hardware dealer is not endeavor- 
ing to cater to his community. 

While it is all right to raise these 
points and while, as I say above, 
your banker friend’s statement might 
hold true in isolated cases and per- 
haps be a little more true in certain 
districts—it has never been by ob- 
servation in a district covering parts 
of four or five different states. 


‘Naturally some dealers are wisely 
endeavoring to balance up their stock, 
but that is done every season by the 
wearing apparel group. The indi- 
vidual who once in five years wants 
to buy a window cleaner for 20 or 
25e. and finds the local dealer only 
has 12 in. on hands when the cus- 
tomer thinks he would rather have 
14 in. would hardly warrant me in 
saying to the merchant that he was 
losing business because he was not 
keeping his stock up. 

I think you understand the lay of 
the land a whole lot better than your 
banker friend, for I venture the opin- 
ion that you get over the nation and 
have opportunity to view at close 
range more hardware establishments 
than the particular banker friend 
that you had your chat with. Of 
course, as friend Emerson said, “We 
accomplish much.if we simply make 
men think,” and in back of it all is 


perhaps that idea and hence if the- 


article to which we refer causes some 
dealers to check up on themselves: it 
will have accomplished some good. 


Yours truly, 


W. F. KENNEDY, 
President, 
Ott-Heiskell Co. 











When expert tool 
users think of buy- 
ing new Starretts, 
do they think of 
your store? Make 
yourself kown as 
THE Starrett Dealer 
in your town by 
carrying a com- 
plete stock, effec- 
tively displayed. 


Write for information on Starrett 
Dealer Helps; for extra copies of 
Starrett Catalog No. 25 “A”. 


THE L. S. STARRETT CO. 
World's Greatest Toolmakers 
Manufacturers of Hacksaws Unexcelled 
Steel Tapes—Standard for Accuracy 
ATHOL, MASS., U. S. A. 


4595 
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Overcome 
Competition 
with 
“Eversharp” 


Enterprising stores are selling 
great quantities of Eversharp 
low-priced Scissors and 
Shears because there’s a big 
market for them. 


Our large and varied line of 
low and medium-priced Scis- 
sors and Shears meets all 
competition when value and 
price are considered. Pat- 
terns retail at 10 to 50 cents. 
Send for Catalogue No. D-118 


and Price Sheet. 


Eversharp Shear Co. 


100-800 Hicks St. 
Bridgeport Conn. 






























CHRADE SAFETY 
Pash Button Knife 


No Breaking g 
Singer na gf 


Push the button and the blade opens auto- 
matically. Safety slide locks the button with the blade 
open or closed. DOUBLE-LOCKED—the only Safety 
Knife that is actually Double Locked. It requires two 
motions to unlock and open the knife—therefore safe, 
both conveniently done with one hand. 


roe VERLASTINGLY A one 


SCHRADE CUTLERY co. “Walden, N. Y. 


Also ers of a l line 
of Amc regular type pocket knives. 
Send for Catalog E. Factories: Walden, N. Y.—Middletown, N. Y. 





























Why Weed & Company 
Cater to Women’s Trade 


(Continued from page 45) 


suitable to home, garden, kitchen, laundry and so on. 
At the same time new items were added to the stock, 
which had a distinct feminine appeal. Newspaper ad- 
vertisements featured feminine housewear merchandise 
and soon the company began reaping the profits of 
feminine -buying. 


Window displays constituted the first steps taken to 


| acquaint the women buyers with Weedwares. Women 


had to pass the store, the company knew that once in- 
side the doors the feminine trade would find Weedwares 
to their liking. The problem was to get them inside. 
What better place could be found than the window to 
get the attention from the sidewalk. 


Silverware, giftware, bridge sets, enamel ware, these 
items always appeal to the housewife. Attractive win- 
dow displays of such articles were therefore set up at 
least once a month and generally speaking every two 
weeks. The appeal was exclusively feminine. 


The photograph illustrates a typical display. Here 
are knives, forks, carving sets, goblets, water pitchers 
and the like. What woman could resist such an appeal? 
The attractive window forced her attention to the mer- 
chandise and caused her to pause and consider the pur- 
chase of such articles. Nine times out of ten according 
to Weed officials she came inside for closer scrutiny. 
Inside the store the feminine customer was promptly 
directed by a floor man to the proper department, in 
many cases in charge of a woman clerk. 


Once in the housewares department, the customer 
was made to feel at home. Intelligent clerks, who un- 
derstood the feminine angle immediately made the cus- 
tomer feel that she was receiving the same courteous, 
high class sales attention: that she was accustomed to 
in the department store or the specialty shop. The 
clerks knew the line of goods they were carrying, and 
were skilled in the feminine selling points. Unlike the 
old time hardware clerk, who could and did weigh out 
nails, sharpen a saw, quote prices on a buggy top and 
suggest a color of paint for the new barn, all more or 
less haphazardly, Weed housewares clerks know as much 
about the line of goods they are selling as the glove, 
or hosiery clerk does in the department store. The 
feminine buyer, of course, senses the intelligent sales 
dealings and many times buys more than she intended 
when her “sidewalk curiosity” brought her into the 
store. 


In the above respect the window display achieved 
one important fact, whether or not the woman customer 
actually bought anything or not, it broke down a wom- 
an’s long established barrier that a hardware store was 
wholly a man’s institution. Secondly, it satisfied her 
that many items she formerly believed were never car- 
ried at hardware stores existed in as good a quality 
and assortment as could be purchased at the depart- 
ment store or specialty shop. ‘The frequency of the ap- 
peal-to-women in the window displays, soon had women 
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thinking of Weedwares when any number of household 
wants were in mind. 

Did Weedwares increase the sales to women, and if 
so how much and were there any particular items that 
appeal to any certain class of women? 


Weed and Company during the year 1929 enjoyed 
the greatest business with women that it had during 
all the years, from the first time that the first squaw 
purchased the first ax, at the first Weed store. Just to 
what extent this business to women has been can be 
visualized when we learn that 50 per cent of the items 
carried in stock today appeal directly to women. This 
figure becomes increasingly significant when we con- 
sider that Weed and Company has long established it- 
self as the Buffalo hardware house carrying all hard- 
ware appliances and items. This being true, the fifty 
per cent stock appealing to women exclusively seems 
that the store does a considerable trade to women. 


Here’s what the ladies buy. Flatware, cards, bridge 
sets, enamelware, sun dials, pagodas, garden decora- 
tions, out of door ornaments, silver, cutlery and table- 
ware are the best sellers. There is, however, no strict 
line of demarcation of what articles certain types of 
women buy. Middle aged women generally purchase 
household equipment, while the younger class lean more 
to sports items. However, in speaking of tastes, we are 
told of a friendly, elderly lady who wanted to purchase 
a complete roulette set from croupier’s rake to cocktail 
shaker. And again, a young attractive and smart mod- 
ern miss was inquiring about warming pads. 

The purchasing power of the woman today has firmly 
established itself in the hardware store, according to 
Weed and Company officials. The sooner the hardware 
dealer fully realizes this fact and starts adjusting his 
business accordingly, the better. From one hundred 
twelve years experience in hardware selling, Weed and 
Company offer these suggestions to attract the femi- 
nine trade: 


1. Use window displays at least once a month, 
that have an appeal to women exclusively. 


2. Carry as full a line of housewares as pos- 
sible. No woman wants to come into a hardware 
store to be told that a reasonable houseware item 
is not in stock. 


3. In newspaper advertisements feature mer- 
chandise that appeals to both men and women. 
You then get the maximum of attention for your 
advertising. 


4. Break down the misconception that a hard- 
ware store is “no woman’s land.” If necessary, 
add some other word such as “housewares” to 
your title. 


5. Have your housewares in as close proximity 
as possible. No woman wants to walk through 
sections of nails, files, saws, and so on to reach 
the department she seeks. Masculine hardware 
never has appealed particularly to the feminine 
finer sensibilities. 


everotain 


Grape-Fruit Knife 


JNeverStain 
Knives 


Stainless Steel 
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Stainless Steel 
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KEEN EDGE 


No. W8067—Milled Double Edge Grape-Fruit Knife. 
32” Stainless Steel Blades, sharp milled edges, Shaped 
Cocobolo Handles, Brass Rivets and Burrs. Packed 2 
dozen in attractive, easel-back display box. 

Order Thru Your Jobber 


THE ONTARIO KNIFE CO. 


FRANKLINVILLE, N. Y. 














Gem leads...... 


because Gem deserves leadership 
EVERY MONTH IS A BANNER MONTH FOR GEM 


— because neatly 


trimmed nails, well 
groomed hands’ are 
fashionable 365 days 
. in the year... and 
Gem is first choice of 
those who give thought 
to personal appearance. 

. Compact, efficient 

Ap and_ sensibly 
priced. Gems have 
commended themselves 
« to millions of users... 


a Handsome Gem 
Counter Display Card 
that carries its own 
stock will “ring up” 
sales for you... . 
Nation-wide advertis- 
ing is finding thousands 


of new users daily. 

Every Gen—Pre-Tested and 
Individually wrapped in Du 
Pont Cellophane to keep 
clean . . . sanitary and to 


prevent rust 






Gem 50 Cents 


Order Your Display Cards NOW 
Ask Your Jobber for Them 





Gem Jr., 35 Cents 


THE H. C. COOK CO., Ansonia, Conn. 
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Hog Killing Time Means Cutlery 


Stores in Farming Sections Can Increase Cutlery Sales with 
a Window Display of “Hog Killing Time” Needs 


ITH the first protracted period of freezing 

weather, farmers will begin to prepare for 

“hog killing time.” Wide awake hard- 

ware merchants, operating stores located 
in farming communities will have window displays fea- 
turing the needed items and will also center the atten- 
tion of warmers on butchering supplies through news- 
paper advertising and direct-by-mail literature. From 
present indications, many farmers who in late years 
have depended upon the butcher shops to supply their 
meats, will this year, under the stress of economy kill 
their own meat supply. 


However, it is really immaterial whether more 
farmers kill their own meat this year than is usual as 
a good demand for butchering supplies is certain in 
either case. There are many farmers who are firmly 
convinced that such products as home made sausage, 
head cheese, kettle rendered lard and country ham 
cannot be duplicated by commercial packers and 
butchers. With this class hog killing time is an annual 
event regardless of the trend of the times. It behooves 
the hardware merchant catering to a farm patronage 
to sense the start of butchering activities in his com- 
munity far enough in advance to make a strong bid for 


the resultant business with timely sales promotion. 

In arranging a window display for “hog killing time,” 
cutlery plays an important part. Good, sharp knives 
in several types are indispensable. Sticking knves, 
skinning knives and butcher knives in several sizes 
should be shown. Two or three different qualities in 
each knife can be featured with good effect with the 
price on each. A large cast iron lard kettle can appro- 
priately serve as the centerpiece for the display. Other 
items which should also be included are hog scrapers, 
butchers steels, cleavers, butcher saws, scales, lard 
cans, sausage mills and combination sausage stuffers 
and lard presses. 


It is often possible to borrow for the display small 
papier mache hogs which are used by drug stores as 
advertisements for stock remedies or from a butcher 
shop which has received them as an advertising medium 
from a meat packing company. The advertisements 
which usually appear in raised letters on the sides of the 
papier mache replicas may be covered over temporarily 
with show cards which suggest the need of a complete 
outfit of good, keen edged equipment for home butcher- 
ing. Through using a little ingenuity it is an easy 
matter to arrange a display which will attract attention 
and best of all will make for increased sales. 








-Gittette- 


A: lively and likely looking window of shaving requisites by the Schlaefer Hardware Co.. 
Appleton, Wis. r 
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CORBIN 


Wood Screws 
Drive Screws 
Coach Screws 
Machine Screws 
Set Screws 


—_— 
a 
—_— 
— 
— 
a 
—_— 
— 
— 
—_ 
a 
a 
— 
—_— 
—_— 
— 
—— 
—_— 


Special Automatic Screws 
Machine Products 

Stove Bolts 

Tire Bolts 

Sink Bolts 

Machine Screw Nuts 

Stove and Tire Bolt Nuts 

U. S. S. Nuts 

S. A. E. Castellated Nuts 

S. A. E. Plain Nuts 

Jack Chain 

Plumber’s Chain 

Register Chain 








POV 





TIN 











Safety Chain UNIFORM QUALITY and ADEQUATE STOCK 
Furnace Chain 
Seah Chain The CORBIN SCREW CORPORATION 
Escutcheon Pins The American Hardware Corp., Successor 
recente NEW BRITAIN, CONN. 
Warehouses—New York, Chicago, Philadelphia 
any Western Factory—Dayton, Ohio 
|. 

















SODA-ACID Underwriters’ 
NON-FREEZE Laboratories 
AND FOAM Inspected 
TYPES 


OUT OF SIGHT — 


AND OUT OF MIND — Buy Direct from Manufacturer and Save Money on 
FIRE EXTINGUISHERS 


Display . . . display. . . displa 
Prey 4 "4 Y ee Y THE GENERAL MANUFACTURING CO. 
- and sul more oP ay. Manufacturers of Fire Extinguishers and Allied products 


What is out of sight is largely 4127-33 Forest Park Blvd,, St. Louis, Mo. 


Incorporated 1905 














out of mind. Let your stock 
do its own measure of selling. 








Merchandising 
METHODS 


That’s the keynote for 
1931. Are you ful 

prepared to master 
this problem in your 
own store? If not, our 
service department 
can be of valuable as- 
sistance to you. To 
get your copy of “‘The 
Heller System of 


There is a continual stream of 
articles in HARDWARE AGE 
to aid you in effective window 


and counter displays. 


larger profits,’’ simply 
tear out this ad and 
mail now, while this 
page is before y 
. (no obligation 


HELLER 


Merchandising Systems 
W. C. HELLER & CO. 
Montpelier, Ohio 
New York Office: 20 Vesey St. 
Suite 500 


Keep in Step With This Modern Trend 
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MYERS Core’ 


MODERNIZE STORE METHODS 


To provide adequate storage Sorts, for shelf stock—to 
make it and for clerks and stock men 
to handle with absolute safety—to ee. quick service for 
wholesale or retail trade—install one or more 
MYERS NOISELESS CUSHION TIRE STORE LADDERS. 
Deep tread soon, full length hand grips, rubber tires, over- 
head track system, firm construction throughout, eliminate vibra- 
— and noise and a a ladder of — strenyth for 
One style only—neat of 
design —attractivel ‘Gntehed —any height —easily installed — 
meets most requirements. Circular on request. 


mt FE.MYERS & BRO.co 


ASHLAND, OHIO. 
PUMPS-WATER SYSTEMS-HAY TOOLS - DOOR HANGERS 







































For 81 Years 


these knives, sold by thousands the 
country over, have made profitable 
Cutlery Counters for thousands of 
dealers. Their dependability, quality, 
STAY SHARP blades, all round satis- 
faction, will make frequent profits 
for you. 












In addition to 
OIL CLOTH KNIFE 

(as shown—-made in 2 sizes—No: 2, 3%-inch 

blade; No. 1, 3-inch blade) the line includes 

Shoe, Oyster, Sloyd, Paper Hangers’, Kitchen, 

ete., Knives. 


Write for Complete Catalog 


ROBERT MURPHY’S SONS CO., Ayer, Mass., Est. 1850 








Sales 
Accounts 
Wanted 


Are you desirous of se- 
curing good Sales Ac- 
counts to handle on a 
commission basis? 


If so, look over the ads 
in the “Classified Oppor- 
tunities Section” in this 


paper. 


It’s the place to find 
them. 

















Coming Conventions 


(Continued from page 58) 


SOUTHEASTERN RETAIL HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION AND EXHIBITION, Atlanta, Ga., 
May 12, 18, 14, 1981. Walter Harlan, secretary- 
treasurer, 701 Grand Theater Building, Atlanta, Ga. 

SouTH DAKOTA RETAIL HARDWARE ASSOCIATION CON- 
VENTION, New Auditorium, Rapid City, Feb. 3, 4, 5, 
1931. Headquarters, Alex Johnson Hotel. Charles H. 
Casey, manager and treasurer, 2344 Nicollet Ave., 
Minneapolis, Minn. 

TEXAS HARDWARE AND IMPLEMENT ASSOCIATION CON- 
VENTION, Baker Hotel, Dallas, Jan. 20, 21, 22, 1981. Dan 
Scoates, secretary, College Station. 

VIRGINIA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, Richmond, Feb. 24, 25, 26, 1931. 
Thos. B. Howell, secretary, 802 Broad St., Richmond. 

WEST VIRGINIA HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Charleston, Jan. 20, 21, 22, 1981. 
Headquarters, Daniel Boone Hotel. Exhibition in the 
Armory Building. James B. Carson, secretary, 708 
Mutual Home Building, Dayton, Ohio. 

WESTERN RETAIL IMPLEMENT AND HARDWARE ASSO- 
CIATION CONVENTION, Kansas City, Mo., Jan. 20, 21, 22, 
1931. Headquarters, Hotel President. Sessions in Mis- 
souri Theater. H. J. Hodge, secretary, Abilene, Kan. 
Western Hardware Show in connection. Louis W. 
Shouse, secretary, Convention Hall. 

WISCONSIN RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, Milwaukee Auditorium, Milwau- 
kee, Feb. 3, 4, 5, 6, 1931. B. Christianson, secretary, 
Stevens Point. 








Stanley 
Tool Chests 


The Stanley Rule & Level 
Plant, New Britain, Conn., 
offers these tool sets. No 
862% consists of 19 tools 
in a cabinet of good qual- 
ity wood, lacquered an at- 
tractive orange. Sides are 
set in and joints are nailed 
and glued. Chest meas- 
ures 14 x 64 x 24 inches 
Weight is 23 Ib. It con- 
tains hammer, three screw 
drivers, rule, plane, two chisels, try and mitre square, bit brace, screw 
driver bit, hand drill, hol- 
low handle tool set, two 
auger bits, brad awl, nail 
set, pliers, saw, vise and 
package of wiggle nails. 
Tool chest No. 904% has 
14 tools. Chest is of good 
quality wood, lacquered in 
attractive orange. Sides 
are set in and joints are 
nailed and glued. Chest 
measures 1136x434x21'2 
inches. Weight is 15 Ib 
This chest contains ham- 
mer, rule, screw driver, 
saw, try square, marking 
gage, plane, chisel, level, 
bit brace, two auger bits, 
hollow handle tool set, 
brad awl and’ package of 
wiggle nails. 
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Not ‘Necessary for Utilities 


(Continued from page 41) 


lous terms is not a necessary adjunct:to utility promo- 
tional work or to the adequate building of power loads. 


President and Vice-President Pittsburgh Hardware 
Assn. Give Their Views on Situation 


The Duquesne Light Company in the operation of its 
merchandising units has been clear and fair competi- 
tion. Quality merchandise at standard prices has been 
their rigid policy. Deferred payment plan is employed, 
but is not featured in newspaper advertisements nor in 
store displays. Their sales policies, while aggressive, 
are ethical. 

The utility has cooperated with the hardware trade 
in the Pittsburgh district not only in the advertise- 
ments in the dailies, but also in the conduct of special 
campaigns of electrical appliances. 

The fact that the utility sells about 10 per cent of 
the appliances in its district proves that there is plenty 
of_opportunity for independent retailers who have the 
initiative and determination to secure a fair share of 
the electrical appliance business. FRANK A. HEGNER. 


Several days ago Mr. Frank Hegner requested me to 
give you my personal views and that of our firm toward 
the Public Utility as a merchandiser of Household ap- 
pliances. 

Many very capable merchants and some of my very 
intimate friends who have been in the retail field much 


longer than I are very bitter against and absolutely | 


opposed to the policy of The Public Utility being a 
merchandiser. 

Several years ago, mainly through the efforts of Mr. 
Hegner, a very cordial relationship was established 
between the Duquesne Light Company and The Local 
Hardware Association. Since that time when The 
Utility put on a special campaign, the hardware men 
have been invited to participate. Both at these times 
and also in their regular advertising of merchandise 
their ads invariably carry the wording: “Buy from 
your nearest Electrical or Hardware Dealer or The Gas 
& Electric Shop.” 

To those hardware men who go along with the utility 
campaign or stock the same brand of merchandise, or 
even the same items, I cannot see but that it is a great 
benefit to them, when the utility works with the indi- 
vidual retailer as has been done in Pittsburgh for 
several years past. 

We all believe that good advertising pays big divi- 
dends. 

In the class of ads previously mentioned each inde- 
pendent hardware man who so desires gets the benefit 
of volume advertising that neither he nor any group of 
independents could hope to put forth. 

For a year past we have sold the same range (a mod- 
erately high price range) that the utility sells. We have 
never had but one range on the floor at a time and we 
have sold six (6). We sincerely wish we could have a 
six time turn over each year on every item in our stock. 

Sincerely yours, 
J. E. MCCULLOUGH. 


» 
a 


Flex 


| mi, HACK SAW 





Mil Flex 


The Hack Saw Blade of 
Known Value and Ready Sales 


Dealers find greater profit in selling Mil Flex 
Hack Saw Blades, because they can say to their 
customers, “Here is a blade produced and sold 
WORK 


on guaranteed performance — the 


VALUE basis.” 


They can clearly establish the superior merit 
of Mil Flex, by explaining that WORK VALUE 
means the number of cuts per blade and the 
time per cut. 


Nothing could be more acceptable than this 
definite standard of measurement. 


More than 36,000 gross of Mil Flex Blades have 
been bought by one customer on this WORK 
VALUE basis. 


Hack Saw Blades of known ,quality, produced 
by a firm who have been manufacturing blades 
exclusively for over 50 years, plus the colorful 
Mil Flex Counter Display shown at top of page, 
offer a selling combination that cannot be 





equalled. 


| Write for booklet, 


prices and details. 


The Henry G. Thompson & Son 
Co. 


Established 1876 
New Haven, Conn., U. S. A. 
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CLASSIFIED OPPORTUNITIES 





POSITIONS WANTED 
Special Rate, One Cent a Word; Minimum Fifty Words 


Advertisements from unemployed accepted free of charge; inserted in two 
consecutively weekly issues. Box number address may be used. All replies 
will be forwarded by us post paid. 





MAN, single, age thirty-three, college business administration educa- 
tion. Successful record as salesman and sales manager for wholesale 
hardware company for nine years. Desires to represent a manufacturer 
of some meritorious line in the state of Virginia. Prefer manufacturer 
who has some business in the state, but who is not satisfied with present 
volume. Can open office and finance if necessary to carry stock. Best of 
references. Address Box J-49, care of Harpware Ace, New York City. 





CATALOG COMPILER AND ADVERTISING MANAGER SEEKS 
NEW CONNECTION. Experienced in both wholesale and retail hard- 
ware with ‘background of successful accomplishments in compilation of 
hardware catalogs and the management of advertising departments of 
Hardware Jobber. Employed at present but wishes to make a change. 
Highest references. Address Box J-51, care of Harpware Ace, New 
York City. 


POSITIONS WANTED 


Special Rate, One Cont a Werd; Minimum Fifty Words 





YOUNG MAN 28. College Education. Thoroughly experienced in all 
branches of the Hardware and housefurnishings business. Four years as 
assistant buyer and Department Manager in leading New York Department 
Store. Four years as salesman for prominent hardware and_housefurnish- 
ings jobber. Desires position with manufacturer or jobber. Box J-66, care 
of Harpware Ace, New York City. 





SALESMAN, age 35, married, desires position in retail store or with man- 
ufacturer or jobber, 15 years’ experience in Hardware, houseware, electricaF 
goods and paint oils and varnishes, preferably’ Metropolitan Boston. Refer-- 
ences furnishéd. Address J-65, care of HARDwarE AGE, New York City. 





BUSINESS OPPORTUNITIES 


Set Solid, Minimum of Five Limer......%sccccceccesscesevece 
Relimeh Box Digplay...ccccccccccccscccccccepesccccccsecece 
Four Consecutive Insertions, 10 Per Cent Discount 


$3.00 
5.60 








POSITION WANTED by reliable experienced salesman to represent 
manufacturer or large jobber in Illinois and Eastern Iowa. Have covered 
this territory for seven years, calling on hardware, furniture, variety and 
department store trade. Have a good acquaintance in all departments of 
this trade and will consider any good line on salary or commission and 
drawing account. First class references. Address Box J-61, care of Harp- 
ware AGE, New York City. 





CAPABLE MAN, 35, now managing office selling to hardware and 
electrical jobbers in New York Metropolitan territory, would like similar 
connection with manufacturer. Am qualified to handle credits and col- 
lections, supervise salesmen, etc. Thoroughly trustworthy. Satisfied with 
salary and bonus arrangement. Address Box J-54, care of HARDWARE AGE, 
New York City. 





POSITION WANTED. Man with 20 years experience general hard- 
ware, stoves, mill-supplies, paints, building material, household goods and 
and office man, open for place. 





A RETAIL HARDWARE OPPORTUNITY IN THE 
Enterprising City of Traverse City, Mich. 


Owing to the death of our President, the surviving owners 
are desirous of withdrawing from retail business, but do 
not wish to terminate a business which has been satis- 
factorily conducted in one location for 50 years, and one 
whose service if discontinued would be a distinct loss to 
the community. Therefore, we offer for sale, in bulk, 
the STOCK AND GOOD WILL of the “H & L HARD- 
WARE STORE” and will lease the three story and base- 
ment store building, with fixtures, to the purchaser of 
the stock. 


THE HANNAH & LAY MERCANTILE CO. 


P. O. Box 96, TRAVERSE CITY, MICHIGAN 









































furniture, also experienced bookkeeper | 
Prefer Georgia or Southern state but will go anywhere. Manager of store 
for 18 years. Will funish A-1 references. Address Box J-58, care of sh 
Harpware AGE, New York City. aii 
a aceont: aa 

bmg yeni See _— aiogetinen —, twenty years or in ; . 
hardware an ousefurnishings. oroughly experienced in modern dis- W. 
play and direct by mail promotion, also thoroughly experienced in all Job Lots anted for Cash 
departments, tools, builders’ hardware, naints, etc. Best of reference fur- f . 
nished. Address Box J-64, care of Harpware Ace, New York City. Clean and saleable—Standard Goods. Prices must per- 

mit resale at unusually low prices for bargain attrac- 

MANUFACTURING EXECUTIVE, 30, experienced in production con- tions. Address complete particulars. W., Room }) 
trol, purchasing costs and estimating. Thorough knowledge of technical 1001, 45 West 34th Street, New York City q 
details in manufacture of hardware, tools and cutlery. Familiar with Peas . 4 . $ my 
credits, collections and office administration. Highest references. Seeks = 
position with hardware oy Cit wholesale house. Address Box J-72, 
care of Harpware AGE, New Yor ity. . “ 

“i SALES ACCOUNTS WANTED 

SALES EXECUTIVE, age 43 with an experience of several years with Set Solid, Mimimum ef Five Lines.......sccccscscccccscesess $3.00 

a large manufacturer of tools and hardware, will be open to a proposition Se ane UNE 5x5 05 555.8 564 6605 6 055095 occ cose ocd s.. eS 


Ist. Am very familiar with -hardware jobbers and mill 
Excellent references. Propositions considered only from 
Address Box J-68, care of Harpware AcE, New 


after January 
supply house. 
first class concerns. 
York City. 
SALESMAN, 8 years’ experience, established following selling hardware, 
electrical radio jobbers, Department Stores and large dealers in lowa. 
Nebraska, Missouri, Kansas and Oklahoma. Seeks connection with well 
known manufacturer. Can furnish A-1 references as to character and 








ualifications. Address Box J-67, care of Harpware AcE, New York 
ity. 
WANTED in central or western Pennsylvania position as manager of 


wholesale hardware, wholesale and retail hardware or hardware furniture 
store and thirty nine years old and married, well experienced and can give 
ert of reference. Address Box J-69, care of HARpwarRE AGE, New York 
ity. 


EXPERIENCED HARDWARE AND MILL SUPPLY MAN, age 30, 
with executive training, desires immediate position in New York City or 
vicinity. Has _had over 10 years wholesale and retail experience in all 
its branches. Desires responsible position with promising future. Box J-70, 
care of HarpwArE AGE, New York City. 








15 years experience, wholesale hardware entire South. 
Married, desires connection with responsible 
Address Box 


SALESMAN, 
Competent, excellent references. 
manufacturer located in New York or Philadelphia district. 
J-57, care Harpware Ace, New York City. 


Four Consecutive Insertiens, 10 Per Cent Discount 





MANUFACTURERS’ SALES AGENCY—A selling organization repre- 
senting four manufacturers of hardware and builders’ lines for 15 years 
in Chicago is in a position to take on an additional line going to jobbers, 
department stores and similar outlets. Have specialized in the introduc- 
tion of builders’ hardware specialties through architects and builders. 
Prepared to carry small service stock and to make attractive ground floor 
sales display. Very highest references. Address Box I-972, care of ITarp- 
warE AcE, New York City. 


MANUFACTURERS’ REPRESENTATIVE wants to add one additional 
hardware line. Covers middle western states. Has been covering this 
territory for 20 years. f you have a real saleable product let me hear 
from ym. Box 7413-A, care Harpware AGE, 10 South La Salle St., Chi- 
cago, ; 

AGENCY WANTED for New Jersey by old established New York 
house for standard article of merit which sells to retail hardware and 
housefurnishing trade. Commission basis. What have you to offer? 
Address particulars to Box J-60, care of Harpware Ace, New York City. 


SALES REPRESENTATIVES WANTED 


Set Solid, Mimimum ef Five Limes......ccccccccccccescccces 
a | | SREETE SPR E PO EEE TP ee ee ee eT eee 
Pour Consecutive Insertions, 10 Per Cent Discount 











HARDWARE SALESMAN 30 years of age, married, 10 years experience 
selling of Hardware tools, paint, plumbing and electrical supplies, can do 
locksmithing and electrical repairing. Prefer location in New York State 
south of Albany. Address Box J-63, care of Harpware AcE, New York 


City. 


SALESMAN, outing on wholesale hardware trade only, need apply. 
The item is the only Patented Screen and Window Hanger on the mar- 
ket. Essex County institutions have adopted it for all county buildings. 
It sells itself. Territory going fast. Address the NOSLIP COMPANY, 
Inc., Bloomfield, N. J. 





EXPERIENCED ACCOUNTANT AND OFFICE MAN desires to con- 
nect with reliable Hardware Firm, 20 years in store and office work, can 
furnish best of references, location desired New York City or southern 
Connecticut. Address Box J-71, care of Harpware AcE, New York City. 


WANTED—Experienced salesmen calling on hardware trade to sell 
our QUALITY line dog equipment, leather novelties, etc. Choice terri- 
tory opened for right men. Liberal Commissions. THE STRECKER 
BROS. CO., Marietta, Ohio, Established in 1881. 





WANTED POSITION AN ASSISTANT in Purchasing Department. 
Ten years’ experience with large manufacturing concern. Address Box J-73 
care of Harpware AcE, New York City. 





ure Manila r 14 Ib. 


ROPE SALESMEN WANTED. 100 per cent 
United Fibre Com- 


basis. Fast selling side line, five per cent commission. 
pany, 82 South Street, New York City. 
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INDEX TO ADVERTISERS 














THE ADVERTISERS INDEX is 


published as a convenience and not as a part of the advertising contract. 
No allowance will be made for errors or failure to insert. 


Every 


care will be taken to indext correctly. 
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A startling low price on a blotorch that bears the 
Turner name. 


Yes, the No. 30 is “Profit Priced for you.” It is the 
blotorch that is bought by non professional mechanics, 
by home owners and by farmers. It is the tool that 
cones in so handy in the amateur workshop, where the 
application of heat is quite frequently desirable. 


The No. 30 is a wonderful piece of workmanship. 
It is sturdily built and contains a patented parachute 
principle pump, with automatic lubricator, that delivers 
ample pressure to a single needle, special composition 
bronze burner producing 1700 degrees of heat. It burns 
ordinary motor fuel and generates quickly, operating 
in any position. 


Ask your jobber or write for prices. 
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1931 Will 


Reward 
FIGHTERS 


Will You Be Ready for Good 
Business When It Comes? 


O those who have weathered the storm of 

financial depression and slack business, 1931 
bears a promise and a reward. Are you ready 
to meet increased prosperity and the good times 
that are coming? 


Sshowcarder 


This sign making device has helped thousands through 
the darkest days—moved merchandise when it was 
hardest to move, and made profitable sales when 
selling was at its lowest ebb. 

SHOWCARDER makes all your signs practically 
FREE. Anyone can use it without practice or 
experience. Write today for full information. 


SHOWCARDER, Inc. 


2332 University Ave., Saint Paul, Minn. 














Spear- 
Cap 


Opens and 
Reseals Milk 
Bottles 


Doesn’t Spill 

It “Spears the Cap” on the bottle 
and a quarter turn removes the 
cap without splashing or spilling 
a drop of cream or milk. 

Also acts as a sanitary cover until 
milk is consumed. 


Spear-Cap Is Sanitary y 










La 

NEW Way i! 
After opening the bottle the 
housewife lays the Spear-Cap 
down with the paper cap at- 
tached which is protected by 
the a * edge of the cap 
shell, othing comes in con- 
tact with it. When through 
using milk, re-seal the bottle 
with Spear-Cap. : 
Spear-Cap is made of Alumi- 
num with Nickel-Silver spear. 
Never corrodes. 
Approved by Good House- 
keeping and Tribune Insti- 
tutes. Retails at 10c, $14.40 
per gross. Costs dealer $9.00 
per gross. If your jobber 
cannot supply you—write us 
for SAMPLE and prices. 


R. E. MILLER, Inc. 


BS Pearl Street, New York City 
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Profits 


The Wolves of Lenox, at- 

tractively packaged in plaid, 

are one certain means of 

steadily increasing hack saw 

business from your customers 
and prospects. 


Put them to work for you. Watch 
them bring you greater and greater 
profits. 


Write for details of strong sales plan 
backing these famous hack saw blades. 
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AMERICAN SAW & MFG. CO. 
Springfield Massachusetts 
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fhe Bic NEws 


for 1931 


Everedy is Ready with Improved 
Lines to Help You Increase Sales 
and Profits. Mail Coupon for 
New Literature Now! 





































d Looxinc for bigger sales and 
profits in 1931? Then you'll find the new descriptive literature 
on the Everedy line well worth writing for. It’s the year’s big 
news in its field - - - popular-priced door closers, screen door 
grilles, bottle cappers and other home bottling accessories. 

This literature tells about important improvements in the fa- 
mous SILENT Door Closers. About a new and more artistic 
Everedy Adjustable Screen Door Grille. About two new Gear 
Top Bottle Cappers that are slated for a sales landslide. And 
don’t forget - - - Everedy’s Climax and Red Flash Cappers are 
the fastest selling all-steel cappers on the market. 

Despite general business conditions, sales of Everedy products 
in 1930 went ahead of 1929. And with the many improvements 
and new additions to the various lines, with new and improved 
advertising and dealer helps, Everedy dealers should do a won- 
derful business this year. 

Send for the new literature. Get full information on exactly 
what Everedy offers you for 1931. Mail the coupon now! 


Mail this coupon today— 








THE EVEREDY (ow 
rederick, Marylan 
: | C Oo M PA a y nia on my part, please send me your new 


literature on the lines checked below: 








Oo DB Closer © Screen Door Grilles 
>MARYLAND oO Bottle Cappers 0 Filters ond Strainers 
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Everedy,Products are Sold by Leading Jobbers Everywhere Address ........... ee ree incident ew eet ies 
1 WN ree ge classe. is an tioeaseneees SIGIR oss cards cuit Portes 

















aa 


HARDWARE AGBIfor J ANUARY-T, 1931 








Measures 




















TY P.<OGE 


Dann Foce 1s A Qual 



































TAP, en PR th eR a Silicate, gt ts es ab Natal 














Distinctive 





SHAPLEIGH NATIONAL SERIES No. 1700 
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